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No One in the Business Should Miss This... 


Starting Next Week: 
Lasker's Own Ad Story | 


Next week Apvertisinc AGE begins publication of the most 
fascinating document ever presented to the advertising field— 
the history and philosophy of Albert D. Lasker, noted adver- 
tising man—in his own words. 

The man who joined Lord & Thomas as a $10-a-week employe 
in 1898, and took between $40 and $50 million out of the adver- 
tising business before he dissolved the agency in 1942, left an 
indelible impression on the advertising business. But he was 
no speaker and no author. The speech he made a quarter cen- 
tury ago to the Advertising Club of New York, and another | 
to the Advertising Federation of America in 1935 (AA, June 9), 
were his only known public utterances on advertising. 

But with Mr. Lasker’s death on May 30, his office returned to. 
Don Francisco, now a v.p. of J. Walter Thompson Co. and for | 
many years an L&T executive (he was president of the agency | 
before temporarily deserting the advertising business to take | 
an active hand in the war effort) , the copy of a manuscript which | 
Mr. Francisco had loaned to Mr. Lasker several years before, 
and which he had forgotten. 


® That document is a remarkable one—a 180-page stenographic | 
report of a two-day talk which A. D. Lasker made to the ex- | 
ecutives of Lord & Thomas 27 years ago. It is this “Proceedings— | 
Meeting of Representatives of Lord & Thomas Held at the Wrig- | 
ley Building, Chicago, April 4, 1925” which ApvertTisinc AGE) 
will begin printing weekly, starting with next week’s issue. 

This is no ordinary speech. In| 
| the first place, it started on a Sat- 
,urday afternoon at 2 p.m., ad- 
|journed late that afternoon, was 
resumed the next morning, and 
did not conclude until 12 o'clock 
that day. It is, in fact, not a speech 
| at all, but a man pouring out, ex- 
temporaneously, his history and 
| his philosophy, his dreams for the 

(Continued on Page 6) 


RTMA Members See 
Steady Set Gains 


Cunningham Puts 
Stress on Copy 
atAAWMeet 


SEATTLE, June 26—Good copy, | 
product of “creative advertising| 
imagination,” is essential in main- |} 
taining the “selling touch,” John 
P. Cunningham, executive v.p. of | 
Cunningham & Walsh, New York,! 3 
said here this week. Chairman of in Next Few Years 
the American Assn. of Advertising| Cuicaco, June 26—Meeting un- 
Agencies, he was| der quite different circumstances 
the highlight) from last year, the Radio-Televi- 
speaker at the sion Manufacturers Assn. conclud- | 
Monday _ session | ed its annual convention here to- | 
of the Advertis-| day amid optimistic predictions 
Association | for the future. 


Rule Will Not 


Flavor that 
chill cant kill... 


Here's beer that keeps its fine lever 
even when served ice cold. 


© BALLANTINE BEER) 


CHILL CAN’T KILL—This new theme is 
used in P. Ballantine & Son's newspaper 
ads in several cities now, although a 
strike has closed its brewery. The strike 
moy upset plans for the new drive, han- 
dled through J. Walter Thompson Co. 


NPA Color TV 


Bring Many Sets — 


WasutncTon, June 25--The Na-| 
tional Production Authority said 
today that it will consider requests 
for permission to make cclor TV 
sets, but it set up a list of quali- 
fications which are expected to 
discourage all but the most deter- 
mined. 

In effect, today’s order probably | 
does little more than ease NPA’s | 
conscience because the trickle of 
sets that could result would hardly 
persuade any telecaster of the need 
for color telecasts in the immediate 
future. 

Meanwhile, RCA has notified the 
Federal Communications Commis- 
sion that its research on an im- 
proved color system has ap- 
proached the point where it may 
soon apply for reopening of the 

(Continued on Page 58) 


| ness of 


NAEA Members Grim 


About Cost 


BBBs Recommend 
Review Boards to 
Scan Advertising 


Swampscott, Mass., June 24— 
The Assn. of Better Business Bu- 
reaus yesterday adopted a compre- 
hensive program designed to stem 
deceptive advertising. Major ad- 
vertising executives gave their 
blessing to the plan, which was 
offered at a meeting to implement 
suggestions made during the first 
five days of the association’s 38th 
annual conference here. (See ear- 
lier story on Page 3.) 


The program calls for the 93 lo- | 


cal bureaus to “initiate the or- 
ganization by business of adver- 
tising boards of review or other 


representative groups of business | 


leaders for the purpose of re- 
viewing and examining such [de- 
ceptive] areas of advertising and 
to seek appropriate correction.” 
It urges the adoption by busi- 
“codes or standards of 
good advertising and _ selling 
practices” and pledges “full fa- 
cilities” of BBBs “to implement 
and administer the work of these 
boards of review.” 
The association 


courage and aid in the formation 
of these boards of review” and 
“to provide the medium to reflect 
adequately and constructively the 
grass-roots viewpoints of all re- 
sponsible business.” 


BUCKLEY ELECTED 

Swampscott, Mass., June 24— 
John R. Buckley, publisher of 
Good Housekeeping, New York, 
was elected chairman of the board 
of governors of the Assn. of Better 
Business Bureaus at the close of 
its annual conference here. 


Last Minute News Flashes 


Bymart-Tintair Owes $1,000,000; Sale Looms 


New York, June 27—A meeting of Bymart-Tintair creditors, directors 


headquarters | 
| will appoint a committee “to en- 


the West, 
holding its 49th 
annual conven- 
tion. 


ing experts can 
talk themselves 
blue in the face 
deals, premiums 


J. P. Cunningham 


about contests, 


and other selling gimmicks,” Mr. | 


Cunningham said. “But it is only 
good advertising copy that gives 
them stature, respect, individual- 
ity and permanence. Gimmicks are 


For other news of the AAW 
meeting see Pages 2, 55 and 59. 


fine to make a ‘fast buck.’ But it 
takes good copy to make a slow 
‘million bucks.’” 


= Some of the big names in con- 
sumer products today are dying, 
“slowly, invisibly...That is the 
way it always has been,” Mr. Cun- 
ningham said. Where, for example, 
(Continued on Page 60) 


“Merchandis-| 


| That the RTMA was looking 

ahead instead of back is perfectly 
understandable. Production took a 
| tremendous nosedive during 1951 
and there were no sterling sales 
figures to boast about. 

John W. Craig, v.p. and general 
manager, Crosley division of Avco 
Mfg. Corp., gave the convention a 
picture of what has happened since 
the post-Korean scare buying. Mr. 
Craig, who is chairman of the 
RTMaA set division, reported: 

“At the end of May the 410,000 
sets in the hands of manufacturers 
represented a 391,000 unit decline 
from the 801,000 units at the end 
of last July. This represents a 48% 
decline. Distributor inventories de- 
clined during the same period by 
119,000 units or 22% less and re- 
tailers had 186,000 fewer units or 
about 22% less.” 


# On production, Mr. Craig re- 
ported that “in fiscal 1950, more 
than 23,000,000 radio and televi- 

(Continued on Page 58) | 


and stockholders next week will probably determine the future status 
of that company, which owes $1,000,000 or more to its agency, Cecil & 
Presbrey, American Broadcasting Co., Anchor Hocking Glass and 
others. The largest creditors, including the agency, are expected to 
take common stock in the company. Two drug and cosmetics companies 
are interested in buying Bymart-Tintair. 


Lorillard May Sue CBS over TV Time Spot 


New York, June 27—Persuasion so far having failed, P. Lorillard Co. 
is believed ready to take stronger measures against CBS-TV in the 
fight to hold onto its choice Wednesday 9.30 p.m., EDT, spot for Em- 
bassy’s “The Web” (Geyer, Newell & Ganger). Embassy objects to be- 
ing asked to move from the time it has occupied for two years, to make 
room for a R. J. Reynolds Tobacco Co. show. Washington sources ex- 
pect news of Lorillard legal action against the network to break soon. 


‘Floor Covering’ Offers 20% to Prompt Agencies 

New York, June 27—Floor Covering Weekly, new business paper 
in the field, will announce that effective July 1 it will raise agency 
commission rates to 20% for agencies paying bills within 10 days of 
publication. Bills not so paid will get the usual 15% rate, John C. Le- 
Clair, publisher, said. 


Jim White, Emerson Column Director, Joins ‘Life’ 

New York, June 27—Jim White, executive director of “Faye Emer- 
son’s Column,” which is closing up shop (AA, June 23), is joining the 
New York sales staff of Life. 

(Additional News Flashes on Page 59) 


Squeeze 


| Wyman Tells Them That 
| Better Selling and Not 
| Higher Rates Are Needed 


| Daytona Beacu, F1ia., June 25— 
| An air of grimness hung over the 
|meeting of the Newspaper Ad- 
| vertising Executives Assn. which 
|ended here today. 

Gone was the exuberance—and 
some of the confidence—that had 
|}marked the postwar meetings of 
| NAEA. Most of the newspaper ex- 
| ecutives present were only too well 
| aware of the newspaper squeeze: 
| costs up and still rising, linage off 
12%. 

The tone of the convention was 
set by a terse keynote from Her- 
bert G. Wyman, NAEA president 
and advertising director of the 
Pittsburgh Post-Gazette. 


|s Newspapers, Mr. Wyman 
warned, are facing their toughest 
cost squeeze: costs have advanced 
35% faster than revenues; linage 
was off 6% for 1951, and so far in 
1952 it’s off 12%. 
| More advertising revenue is the 
| obvious remedy, but he thinks it 
will have to come from better sell- 
| ing, not from higher rates. Look- 
| ing at the field, he figures that na- 
tional advertising represents the 
greatest challenge and opportunity 
| to newspapers. 

He reported that newspapers 
have slipped in their percentage 
take of the national advertising 
dollar, and have let that percent- 
| age decline to 30%, as compared 
| to 37% in prewar days. He calcu- 
| lates that, had newspapers been 
| (Continued on Page 36) 


Margarines Bid 
Heavily in Big 
N. Y. Market 


New York, June 25—A nation- 
wide battle of long standing reach- 
es its climax next Tuesday, July 1, 
when the sale of yellow margarine 
becomes legal in this state. 

The sale of yellow margarine is 
still banned in seven states—Ver- 
mont, Wisconsin, Minnesota, South 
Dakota, Montana, Washington and 
Idaho—and it seems most unlikely 
that it will ever be legal to sell 
the yellow substitute in these dairy 
centers, with the possible excep- 
tion of Washington. 

Margarine manufacturers are 
aware that New York’s 14,830,000 
residents represent the last great 
market for their yellow products 
and a high-powered advertising 
battle to make families consume 
more than the estimated 90,000,- 
000 pounds of margarine used last 
year is in the offing. 


@ Leading companies began the 
ballyhoo more than two weeks ago 
even though not one pound will 
be on sale before July 1. Some 
(Continued on Page 8) 
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Ad Assn. of West Gets Blueprint 
for Reorganizing, Revising Aims 


Committee's Report 
Criticizes Large Part 
of AAW’s Activities 


Searrie, June 26—The Advertis- 
ing Assn. of the West took a criti- 
cal look at itself during the Seattle 
convention this week. What it saw 
was not altogether flattering nor 
reassuring. As a result, the associ- 
ation sharpened its statement of 
objectives and laid before its in- 
coming officers a detailed critique 
of purposes, projects and organiza- 
tion 

The mirror was held by Robert 
R. Gros, advertising and publicity 
manager, Pacific Gas & Electric, 
San Francisco, who served during 


the past year as chairman of 
AAW's committee on redefinition | 
and reevaluation. Mr. Gros’ re-| 


port, fired dramatically at the con- 
vention Monday, was kept a secret 
right up to the time of presenta- 
tion. It brought resounding ap- 
plause from the audience, and the 
corridor buzz-buzz lasted through 
the convention. 


6 Running through the commit- 


™, tee’s critique were two basic con- 


Psiderations: 
> First, that the primary objective 
of AAW is to develop public un- 
derstanding and appreciation of 
advertising. With this goes a rec- 
Ognition that there is need for im- 
provement in advertising itself. 
Second, that service to its mem- 
ber clubs is a basic objective that 
must be made of controlling im- 
Pportance. 


=} AAW has served “reasonably 
Swell the interest and welfare of 
dvertising and the clubs,” Mr. 


‘Gros said, but added sharply: “We 
have lost our way since we set 
Pout to lead western advertising to 
Wetter things.” 

* Basing its report in good meas- 


ure on questionnaires returned 
from members, the committee said: 

“Our fundamental program 
should be re-defined to constrict 
our presently too broad and over- 
ambitious field. We should concern 
ourselves more specifically with 
advertising activities and not allow 
ourselves to become detoured into 
avenues of endeavor already cov- 
ered by other organizations. ..We 
should NOT try to do too many 
things, each noble in its own way 
but not necessarily a responsibility 
of advertising. We should operate 
as a trade association for our own 
craft.’ 

At the top of the list of AAW 
projects, Mr. Gros placed educa- 
tional work. He said: 

“The most important project 

(Continued on Page 56) 


A. E. House Elected 
President of AAW 


SEATTLE, June 24—Arthur E. 
House, partner in the agency, 
House & Leland, Portland, Ore., 


was elected president of the Ad- 
vertising Assn. of the West today. 
He succeeds J. Neil Reagan, Mc- 
Cann-Erickson, Hollywood. 

Howard Willoughby, Sunset 
Magazine, ‘San Francisco, was 
elected senior v.p. Mrs. Glad Hall 
Jones, KRKO, Los Angeles, be- 
comes v.p. at large, and Clair G. 
Henderson, Arthur G. Rippey & 
Co., Denver, secretary-treasurer. 

District v.p.s are Harry Pearson, 
Pearson, Morgan & Pasco, Seattle; 
Earl Glade, KDSH, Boise, Ida.; 
George Griffis, Pacific National 
Advertising Agency, Portland; 
William FE. Locke, Dinuba Sen- 
tinel, Dinuba, Cal.; John M. Kemp, 
Hollywood Citizen News, Holly- 
wood, and Art Jones, Artray Ltd., 
Jancouver, B. C. 


Co-op Sampling 
Plan Offered 
‘on West Coast 


San Francisco, June 25—Adver- 
tising Distributors of America is 
offering—to three or more adver- 
tisers—a new low-cost sampling 
plan on the West Coast. 

The organization will give new 
low rates for this “In the Bag” 
plan to deliver samples to homes. 
Los Angeles and San Francisco 
will be covered first. Distribution | 
of samples in Los Angeles will be| 
by 16 separate areas, each reached 
at different times—and all the 
city’s homes sampled within a 
year’s time. 

As soon as three non-competing | 
advertisers accept the plan, ADA 
will begin distributing their sam- 
ples, with uniformed carriers either 
handing the bag of products to the 
householder or tying them to door 
knobs. 


® Estimated cost to each partici- 
pant will be $27.50 per 1,000 sam- 
ples when three advertisers are 
involved; $22 for four products, 
and $18.50 for five items. 
Advertising Distributors points 
out that cooperative advertising 
has gained in recent years, and 
non-competing products now are 
frequently promoted jointly in 
newspapers, magazines, TV, radio 
and other media. The direct ad- 
vertising field, it says, offers an 
excellent opportunity to extend 
this activity. 
“A direct 
house distribution,” 


physical house-to- 
it declares, 


“packs a punch greater than that 
created by the introduction of 
multiple couponing. The house- 
wife will have your sample to try 
immediately without the nuisance 
factor of redeeming her coupons at 
the retailer, at a cost to you of 
actually less than the 2¢ redemp- 
tion charge paid to the retailer for 
handling your coupons. . .There are 
no extras, such as postage, address- 
ing, handling or coupon redemp- 
tion fees.” 

Advertising Distributors has 
done house-to-house sampling for 
many years throughout most of the 
U. S. The West Coast office ‘is at 
809 Mission St. here 


Johnson's Wax Boosts Curtis 
to National Accounts Head 


J. J. Curtis has been promoted 
from eastern regional manager to 
national accounts manager for S. 
C. Johnson & Son, 
Racine maker of 
floor wax and 
polishes. He will 
coordinate the 
company’s mar- 
keting and ad- 
vertising policies 
with those of 
outstanding east- 


ern accounts 

from the New 

York office. Mr. 

Curtis has been J. 3. Curtis 
with the com- 

pany for 28 years, and became 


manager of the New York area in 
1948. He was promoted to regional 
manager in 1946. 
R. W. Griffith of Racine will 
succeed Mr. Curtis in New York. 
G. O. Potter of the Chicago office 
has been promoted to national ac- 
counts manager in charge of the 
Midwest and western areas. 
Cherry Advertising Moves 
George Cherry Advertising, Den- 


ver, has moved to the Mercantile 
Bldg 


UP FROM PHOENIX—At AAW’s opening breakfast meeting, AA’s camera caught 

this Phoenix foursome. At left is Art Schellenberg, United Refrigeration Co. In the 

center are Paul Gasser of the Republic and Gazette newspapers and Mrs. Gasser, 
and at right is Mildred May, Valley National Bank. 


| New York, June 24—“Without 
trademarks there would be no ad- 
vertising,” Robert F. Carney, board 
|}chairman of Foote, Cone & Beld- 


|}ing, told the annual meeting of 
United States Trade-Mark Assn. 
today. 


“The early role of advertising 
was simply to increase familiarity 
faster than experience or word of 
mouth could do it,’ Mr. Carney 
said. “To the advertising man then, 
as it is today, a trademark is the 
vehicle which makes familiarity 
with his clients’ merchandise pos- 
sible, and in a way that distin- 
guishes it from the merchandise of 
others. 

“Today,” Mr. Carney said, “we 
expect advertising to do something 
more. We expect it to sell. But the 
only way advertising can sell is by 
enhancing the symbolic value of 
the trademark. 


8 “So it is proper from an adver- 
tising point of view to look upon 
a trademark, and the advertising 
which enhances it,” Mr. Carney 
pointed out, “as an instrument of 
communication. Advertising is only 


Foote, Cone’s Carney Stresses Role of 
Trademark in Making Advertising Sell 


one such instrument. Package de- 


sign is a form of communication. | 


So is point of purchase material. 
So is store demonstration. So is 
house-to-house selling. All strive 
to enhance the value of the trade- 
mark. 

“Advertising survives as a form 
of communication, not because 
there is no alternative, but because 
there is no other such effective 
form of communication at so low 
a cost. Almost without exception,” 
Mr. Carney said, “this is advertis- 
ing’s only justification.” 

Emphasizing that “when adver- 
tising and the trademark build 
brand loyalty they reduce distri- 
bution costs,” Mr. Carney pointed 
out, however, that some advertisers 
make the mistake of thinking a 
customer is wedded to his product. 
In most instances, he said, “an es- 
tablished advertiser's need is not 
so much to win new customers, in 
the exclusive sense, as it is to in- 
crease his share of the total yearly 
requirements of those who buy 
any of his product. 

“Brand loyalty,” Mr. Carney de- 

(Continued on Page 56) 


| New York, June 24—Manage- 
Iment is a distinct kind of work, 
{Ralph J. Cordiner, president of 
|General Electric Co. told the 
American Management Assn. here 
late last week at its annual meet- 
ing. 

He defined management as “the 
|task of administration of a busi- 
ness enterprise through the leader- 
ship of its personnel to achieve its 
objectives by planning, organizing, 
measuring and integrating its hu- 
man and material resources.” 

Leadership at GE, he said,“is vis- 
ualized as being achieved through 
inspiring, encouraging, teaching, 
stimulating and motivating all of 
the individuals in the enterprise to 
perform their respective individual 
assignments both well and enthu- 
siastically as an integrated and 
synchronized business team.” 


@ Speaking on_ decentralization 
“not only products, geographic dis- 
tricts and functions,” but also “of 
the actual authority for making 
decisions in the interests of the 
enterprise,”’ Mr. Cordiner said that 
GE envisions decentralization as 
embracing ten elements: 


“1. It places authority to make deci- 
sions at points as near as possible to 


Cordiner Explains How GE Defines and 
Decentralizes Functions of Management 


where actions take place 

“2. It is likely to get best over-all re- 
sults by getting greatest and most direct- 
ly applicable knowledge and most timely 
understanding actually into play on the 
greatest number of decisions. 

“3. It will work if real authority is 


delegated, not if details have to be re- 
ported, or if they have to be checked 
first 


“4. It requires confidence that associ- 
ates in decentralized jobs wil! have capa- 
city to make sound decisions in majority 
of cases. 

“5. It requires realization that the na- 
tural aggregate of many individually 
sound decisions will be better for the busi- 
ness than centrally planned and con- 
trolled decisions. 

“6. It requires understanding that main 
role for ‘staff’ is rendering of assistance 
and advice to ‘line’ operators through a 
relatively few experienced people 

“7. It rests on need to have general 
business objectives, organization structure, 
relationships, policies and controls known, 
understood and followed; but it must be 
realized that definition of policies does 
not necessarily mean uniformity of meth- 
ods of executing such policies in decen- 
tralized operations 

“8. It can only be achieved when higher 
executives realize that authority genuine- 
ly delegated to lower echelons cannot, in 
fact, also be retained by them 

“9. It will work only if responsibility 
commensurate with decision-making au- 
thority is truly accepted and exercised 
at all levels 

“10. It requires personnel policies based 
on measured performance, enforced stand- 
ards and removal for incapacity or poor 
performance. 


(Continued on Page 56) 
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NEC ‘Reluctantly’ 
Sells Station KOA 
for $2,250,000 


DENVER, June 24—National 
Broadcasting Co. has sold KOA~— 
one of its six owned and operated 
AM stations—to a syndicate com- 
posed of several Denver citizens 
and Bob Hope. The price was $2,- 
250,000. 

The sale, announced yesterday, 
is subject to approval by the Fed- 
eral Communications Commission. 
The station will continue broad- 
casting as an NBC affiliate if the 
FCC approves the sale. 

NBC has been approached num- 

erous times in the past by would- 
be purchasers of the station, but 
always has turned down the of- 
fers. Official explanation for the 
network’s change of heart was 
given by Joseph H. McCon- 
| nell, NBC president. 
. He said that the network had 
| finally concluded that in a mar- 
|ket such as Denver, radio and 
| television stations could better op- 
|erate jointly. The purchasing syn- 
| dicate, Metropolitan Television 
|Co., has plans to apply for Chan- 
|nel 4, one of the six commercial 
TV bands allotted to Denver. 

Mr. McConnell said that, since 
NBC has no TV station in Denver, 
|) it “reluctantly” decided to sell the 
radio station and now will at- 
tempt to buy a radio station in the 
Los Angeles area to complement 
KNBH, its local video station 
there. 

The new station owners include 
J. Quigg Newton, Denver’s mayor, 
Bob Hope, Wiliam Grant and 
Morrison Shafroth. 


\@ Mr. Grai.t, president of the pur- 
chasing group, said that Metropoli- 
tan would ask the FCC for maxi- 
|mum power on Channel 4 and that 
| the transmitter—if a license is ap- 
| proved—would be located on 
| Lookout Mountain. 

; The lineup of Denver TV appli- 
cants (some have not yet official- 
ly filed) now includes Station 
KFEL (Mutual) seeking Channel 

| 2; Station KOA, Station KMYR, 

Denver, and Alf Landon of To- 

peka, Kan., all seeking Channel 

}4; KLZ (CBS) and Denver Tele- 
| vision Co., both seeking Channel 
7; and KVOD (ABC) and Empire 

| Coil Co. of New Rochelle, N. Y., 

| both seeking Channel 9. 

| An added complication in the 

j local broadcasting picture is the 

| fact that the Denver Post reported- 

| ly is negotiating for Station KMYR, 

former Liberty Broadcasting Co. 
| AM affiliate. The Post last week 
| called a special meeting of stock- 
| holders to discuss the question. 


Jere Bayard Forms Own 
Agency in Los Angeles 
| Jere Bayard, v.p. of McNeill & 
McCleery, Hollywood agency, is 
agency, to be 


forming his own 
| known as Jere 
Bayard Advertis- 
ing. The address 
is 6363 Wilshire 
Blvd. Mr. Bay- 
ard was with Es- 
quire as an ad- 
vertising execu- 
tive and subse- 
quently operated 
his own Los An- 
geles agency. Be- 
fore joining Mc- 
Neill & McCleery, Jere Bayard 
he was chairman 

of the plans board of Walter Mc- 
Creery Inc. 

Clients of the new agency in- 
clude Biltmore Flowers and Gifts; 
Cohama Fabrics, West Coast only; 
Graham W. Dible; Gold Arrow 
Trading Stamps; Hopalong Cas- 
sidy Enterprises; Hollywood Rogue 
Sportswear Corp.; M. Jackman & 
Sons; Scully Bros.; Shirley Fabrics, 
West Coast only; Sta-Wake Corp., 
and West Adams Nurseries. 


Texas Net Adds KTBB, Tyler 
The Texas State Network will 

add its 20th affiliate station— 

KTBB, Tyler, Tex.—on June 29. 
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BBBs Are Told 
TV Code Should 
Curb Ad Abuses 


NARTB Execs Suggest 
Steps for Cooperation 
with Business Bureaus 


Swampscott, Mass., June 24— 
Vigilance of local Better Business 
Bureaus against excesses in tele- 
vision advertising was urged at a 
symposium during the 38th annual 
conference of the Assn. of Better 
Business Bureaus here last Friday 

While noting that station oper- 
ators are legally responsible only 
to the Federal Communications 
Commission for their activities, 
James C. Hanrahan, v.p 
Scripps-Howard Radio, called for 
cooperation with BBBs “where 


mutual interests in the field of ad- | 


vertising content exist.” 

Mr. Hanrahan, a member of the 
National Assn. of Radio & Televi- 
sion Broadcasters subcommittee 
that recently drafted the TV code, 
said that because the code is im- 
portant “only insofar as it is ob- 
served,” much responsibility for its 
success devolves upon advisory 
groups such as Better Business 
Bureaus. 


s “I have great faith in our code, 
and I place a tremendous reliance 
on it te improve both program and 
advertising content,” he continued. 
“We are now going through an in- 
flationary period in language as 
well as in dollars and I hope for 
deflation,” he commented. 

To help bring television adver- 
tising into line, he said, “instead 
of 93 there should be 500 Better 
Business Bureaus.” 

Although a station owner might 
make a temporary profit from cer- 
tain types of advertising, “if he 
does not serve the public in the 
long run, he is sunk,” Mr. Hanra- 
han warned. Acceptance of adver- 
tising basically “is a matter of 
judgment, and [the station owner] 
must search his conscience and his 
soul to see if he is serving the pub- 
lic every hour.” 


(Continued on Page 61) 


Each Genesee Poster 
Has Name of Town 
Where It's Located 


Rocuester, N.Y., June 24— 
Genesee Brewing Co. will use 986 
24-sheet posters throughout New 
York state during the month of 
July. 

The brewer claims a record of 
some sort because each of the 
posters was individually “sniped” 
to get in the name of the town 
in which the board is located. 

The illustration depicts a va- 


of | 


cationer—complete with converti-| 


ble, luggage, golf clubs and a 
thirst—passing a highway town 
sign. It is this town sign which had 
to be changed according to loca- 
tion. The company points out that 
many of the 986 locations are in 
one-poster towns like Rush, Rip- 
ley, Shongo and Cheektowaga. 

Rogers & Porter, Rochester, is 
the agency. 


P&G Plans Video Drama 


“The Guiding Light,” the first 
radio daytime serial to be adapted 
for television, will be seen over 
CBS-TV starting June 30 at 2:30 
p.m., EST. Procter & Gamble Co., 
Cincinnati, which will continue to 
present the program on CBS-AM, 
is the sponsor. Featured products 
will be Ivory soap, Crisco and Duz 
(Compton Advertising). This time 
period currently is occupied by 
another drama, “The First Hun- 
dred Years,” for Tide and Spic and 
Span (Benton & Bowles). 


FIREWORKS IN HONOLULU—Jack Miller (left) of Lund & Heitman Advertising Agen- 

cy shows off some “firecrackers” that hold reprints of ads used in Honolulu papers 

to promote Snowflake Bakeries’ new hot bread. With him are Hilda Sumida, Snow- 
flake’s sales promotion assistant, and Lorrin W. Dolim, general manager. 


‘Atlantic’ and ‘Harper's’ Sales Staffs 
Combined; Discounts Will Be Offered 


New York, June 25—The adver- 
tising staffs of the Atlantic Monthly 
and Harper’s Magazine have been 
consolidated and all advertising in 
the two magazines will henceforth 
be handled by a new corporation 
known as Harper-Atlantic Sales. 

Back of the move is “the fact 
that about 60% of the dJinage in 
each magazine comes from a list 
of advertisers who haye found 
there is less than 10% duplication 
of subscribers and who therefore 
use both magazines.” 

Savings which result from end- 
ing duplication of effort and time 
spent by advertiser, agency and 
magazine staffs “will be passed on 
to advertisers in the form of a 
discount to those using both maga- 
zines.” 

Such advertisers will get a dis- 
count amounting to 10%. An ad- 
vertiser will be considered as a 
user of both magazines if the same 
copy runs in each within a 12- 
month period, or if different copy 
runs simultaneously. 


a2 Harper-Atlantic Sales will have | 


its executive office in Boston and 
its principal sales office in New 
York. Board chairman of the cor- 


poration will be Frank S. Mac- 
Gregor, president of Harper & 
Bros.; president and treasurer will 
be Charles B. Crockett, who is ad- 
vertising director of Atlantic. Mac- 
Lean Hoggson, who is eastern ad- 
vertising manager of Atlantic, and 
Waldo W. Sellew, advertising di- 
rector of Harper’s, will be v.p.s in 
the new setup. 

The consolidation is expected to 
result in “a sizable increase in the 
research and promotion programs, 
not only for the combined market, 
but for the individual magazines.” 


® Moreover, “there will be no re- 
striction on the advertiser's use of 
either magazine individually, and 
each will be sold aggressively as 
a separate medium as well as in 
combination with the other.” 

Cass Canfield, board chairman 
of Harper & Bros., said the maga- 
zines have about 350,000 subscrib- 
ers with less than 10% duplication 
—‘a class market of unique im- 
portance to any advertiser of lux- 
ury goods or services.” 

Except for the sale of advertis- 
ing space, the magazines will con- 
tinue as separate publishing enter- 
prises. 


Newsprint Output 
Still High: Stock 
on Hand Increases 


New York, June 24—Newsprint 
production continues to keep ahead 
of consumption. Production by 
both Canadian and U.S. mills dur- 
ing the first five months of 1952 
increased 4.4% over the compar- 
able period of '51. Consumption of 
newsprint in the U. S. during the 
first five months of ’52 rose only 
0.01% over the similar period of 
‘61. 


| 


Total North American newsprint 
production for the first five months 
was 2,861,805 tons, Newsprint 
Service Bureau reported this week. 
Total U. S. newsprint consumption 


| during the like period is estimated 


by American Newspaper Publish- 


'ers Assn. at 2,520,992 tons. 


s More significant, however, are 
figures on publishers’ and mill 
stocks on hand. As of the end of 
May, U.S. publishers had 521,767 
tons on hand, equivalent to 40 
days’ supply. At the end of May, 
51, the figure was 419,123 tons, or 
a 32 days’ supply. Mill stocks at 
the end of May totaled 182,307 
tons compared with 156,145 tons 
at the end of May, ’51. 


crease in U. S. newsprint produc- 
tion. Total production for the first 
five months of 1952 was 489,815 
tons compared with 456,785 tons 
during the first five months of '51. 


General Mills Buys Show 
General Mills Inc., Minneapolis, 
is sponsoring “The Bill Ring 
Show,” which features western 
and country style music, each 
Monday through Friday, 11:30- 
11:45 a.m., CDT, starting Monday, 
June 30, over 172 stations of the 
American Broadcasting Co. radio 


network. The Cal Tinney program, | 


bought at the same time, also will 
premiere on June 30, 3-3:30 p.m., 
CDT, and will air Monday through 
Friday on ABC radio over 274 sta- 
tions. The Bill Ring show will 
feature Pura Snow, Rex and other 
products, and was placed through 
Knox Reeves Advertising, Min- 
neapolis. The Cal Tinney program 
was placed by Dancer-Fitgerald- 
Sample. 


Names Kal, Ehrlich & Merrick 


Thruway Plaza, Buffalo, the 
“largest shopping center in New 
York state,” has appointed Kal, 
Ehrlich & Merrick, Washington, to 
handle its advertising. The 38-acre 
project, now being completed at a 
cost of $10,000,000, will consist of 
40 stores and parking space for 
3,000 cars. About $100,000 has been 
appropriated for the opening cam- 
paign, which will break late in 


There has been a marked in-August. 


Milwaukeean Has His Say... 


Appliance Makers 


Do Little to Help 


and Much to Hurt Sales, Dealer Says 


Cuicaco, June 24—An appliance 
dealer today tore into the manu- 
facturers and distributors who sup- 
ply him, declaring “they will wine 
and dine you, but never tell you 
how to sell anything.” 

The retailer dishing out the pun- 
ishment was Harold Samson of 
Samson's Enterprises, Milwaukee. 
He made his talk at the mid-year 
| meeting of the National Appliance 

& Radio-TV Dealers Assn. and his 
| remarks produced nodding agree- 


audience. 

Mr. Samson, who operates eight 
stores in Milwaukee, didn’t pull 
any punches. He said bluntly that 


tributors—have little appreciation 
of the selling job which must be 
done at the retail level. He said 
that time and time again they 
leave the retailer holding the bag. 


® The Milwaukee appliance dealer 
stated that manufacturers “have 
agencies and spend thousands and 
thousands of dollars, but it doesn’t 
seem to do much good.” 

The faults Mr. Samson found 
with the appliance industry were 
legion. Here are some of them: 

1. Manufacturers and distributors 
send salesmen around who are in- 
terested in only one thing-—“taking 
orders.” These salesmen never talk 
to the dealer about his special 
problems, consumer preferences 


ment throughout his sympathetic) 


appliance makers—and their dis-| 


and local conditions; they never 
offer to help put up a store promo- 
tion. 

2. Manufacturers do not realize 
that the “easiest way to sell is 
when you know the complete 
| story.” Very few appliance makers 
jinvite their dealers to the home 
office and inform them about the 
| products they are selling. 
| 3. Manufacturers forget about 
| the local level in their advertising 
|and merchandising programs. 

4. Before making an appliance, 
a manufactuer should consult his 
dealers. “They (the manufac- 
turers) lay an egg. You take it, 
and lay an egg, too.” 

5. Neither the manufacturer nor 
|the distributor helps the dealer 
| with his service problems. No com- 
pany has a good trade-in program 
for retailers. 


s Mr. Samson also had some speci- 
fic examples to cite. He asked his 
fellow dealers to recall how many 
times a company has run a na- 
tional promotion offering a free 
item, but failed to supply the re- 
tailer with the advertised prem- 
ium. Customers come into the stone, 
he continued, ask for the item, 
“you don’t have it.” . 
Many appliances shipped fram 
the factory arrive at the store dam- 
aged, Mr. Samson complained. 
When you report this to the maB- 
(Continued on Page 6) : 


Cuicaco, June 24—The Nation- 
al Appliance & Radio-TV Dealers 
Assn. has launched a drive “for 
one basic line of television re- 
ceivers and major appliances a 
year.” 

Mort Farr, NARDA president, 
announced the campaign here in 
his keynote address to the asso- 
ciation’s mid-year meeting. 

Mr. Farr, an Upper Darby, 
Pa., dealer, said manufacturer, 


benefit from the one-line-a-year 
policy. He listed the advantages 
to the manufacturer as: (1) long- 
er, uninterrupted production runs 
with the greater savings from 
mass production, (2) longer plan- 
ning and testing time for the new 
models, (3) less difficulty in hold- 
ing members of the distribution 
team, since their purchases would 
be larger and over a longer time 
period, (4) an opportunity to map 
longer range, more costly adver- 
tising and sales promotion pro-. 
grams, since there would be more 
time to amortize them, and (5) 
more time to adjust the production | 


Dealer Assn. Asks Appliance, Set Makers 
to Make Only One Basic Line Each Year 


distributor and dealer would all} 


; 
: 
: 
E 


runs between the models to 
their proportionate sales, maki 
| it easier to hold production in b 
ance. 

| Mr. Farr suggested that TV 
could be introduced “between m 
and late summer” and applian 
in January. “From the dealef 
| standpoint,” he added, “the effeet 
| would be largely psychological.’ 
| “He would be freed of the fedl- 
ing of being a daring gambler 

of having to play it safe when m 
made his purchases of his stan 
ard foundation merchandise. If- 
stead, he could make a careful 
study of his marketing and the 
merchandise offered and buy his 
basic lines accordingly, knowing 
that his plans would not suffer 
major disruptions in three to six 
months. His buying, merchandis- 
ing and promotional programs 
could be built with greater care 
and for greater worth to his dis- 
tributor and manufacturers.” 


s The NARDA president admitted 
(Continued on Page 61) 


| New Luxury Liner 


‘Floats inon Wave 
of Ads, Publicity 


New York, June 24—America’s 
newest superliner, the “United 
| States,” sailed into her home port| 
| here on a floodtide of advertising | 
!and publicity. 

The arrival of the $73,000,000 
luxury liner from Newport News, 
| Va., where she was built, was re-| 

| ported at great length, with lots 
of pictures, by all the daily news-) 
papers. 

J. Walter Thompson Co., agency | 
for United States Lines, said the) 
company placed page ads in all lo-| 
cal dailies, while dozens of other) 
companies ran tie-in ads. | 


8 The New York Times today ran) 
8% pages of ads, while the Herald | 


‘Tribune ran one page today and | used 


nearly 10 pages Sunday in a spe- 
cial 14-page section. 

The United States Lines is run- 
ning color pages in the next issues 


|of the Herald Tribune edition of 


This Week Magazine, New York 
Times Magazine, Newsweek, The 
New Yorker, Time, Town & Coun- 
try and Vogue. It will run be&w and 
color pages alternately thereafter 
for the remainder of the year. 


\JWT Adds Jerclaydon Account 


Jerclaydon Inc., Miami Beach 
manufacturer of Glamorene car- 
pet cleaner, has appointed J. Wal- 
ter Thompson Co., New York, to 
direct its advertising. Jerclaydon 
formerly advertised direct. 


Names Foster & Davies 


Continental Pharmacal Co., 
Cleveland, has appointed Foster & 
Davies, Cleveland, to direct its ad- 
vertising. Direct mail and hospital 
and medical publications will be 
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‘Kansas City Star’ 
Records Subpoenaed 
by Justice Dept. 


Kansas Crry, Mo., June 26—The 
Justice Dept.’s anti-trust division 
took another step here last week 
in its investigation of newspapers 
using “forced combination” rates. 

The Kansas City Star Co., pub- 
lisher of the Star (evenings) and 
the Times (mornings), was served 


with a subpoena last Friday re- 
quiring it to produce all of its rec- 
ords for the past 26 years before 
a federal grand jury here next 
month, The anti-trust division re- 
portedly started more than a year 
ago to gather data for its case 


against the company 


® The government's action came 
less than a month after the U. S. 
district court in New Orleans ruled 
that the Times-Picayune Publish- 
ing Co. was guilty of violating the 
Sherman Anti-Trust Act by selling 
national and classified advertising 


only at combination rates (AA, 
June 2). 

An important difference exists 
between the situation in this city 
and the setup in New Orleans, 
however. The Star and Times, like 
the Times-Picayune and States, 
are sold only in combination. But 
there are no competing newspa- 
pers, either morning or evening, in 
Kansas City, whereas one of ‘the 
principal factors in the New Or- 
leans decision was the effect that 
the forced combination was having 
on a competitive paper, the New 
Orleans Item. 

It is significant to note, however, 
that the Justice Dept. has called 
for all records dating back to 
Jan. 1, 1926. During part of this 
26-year period, there were news- 
papers in Kansas City that were 
competitive with the Star and 
Times. 


s Attorneys for the Star are no 
strangers to anti-trust proceedings. 
They assisted the Times-Picayune 
company’s attorneys throughout 
the trial in New Orleans. 


The subpoena calls for the com- 
pany to produce all corporate rec- 
ords, contracts of the paper itself 


(WDAF and WDAF-TV), and all 
contracts for news services, fea- 
tures and advertising since Jan. 1, 
1926. 

Commenting on the subpoena, 
the Star company said that it had 
nothing to conceal concerning its | 
business practices, and that its 
“record of service to this commun- | 


Advertising Age, June 30, 1952 


Highlights of the Week’s News 


and of its radio and TV stations Newspaper ad executives were somewhat chilled by prospects of cost 
squeezes last week at the same time they sweltered in over 100- 
degree weather at their annual convention in Daytona Beach, 


Se ee ee 


cde euakamlriwatne chacad Page 1 


Members of the Advertising Assn. of the West enjoyed their annual 
convention in Seattle last week, hearing Four A’s President John 
Cunningham and others, but they were somewhat chilled by a hot 
report criticizing the AAW’s convention plans, executive setup and 


modus operandi .............. 


Pages 1 and 2 


ity for nearly three-quarters of a| The Atlantic and Harper’s Magazine may be competitive in some ways 
but they have set up a single sales force and will offer a discount 


century speaks for itself.” 

The company bought the Times 
in 
identifies it as the “morning edi- | 
tion of the Star.” | 


‘Rocky Mountain News’ Moves 

The Rocky Mountain News, Den- | 
ver morning paper, has moved into| 
a new $2,500,000 building. This is| 


on advertising that runs in both magazines 
1901, and on the masthead | Retailer Bites Manufacturer: After hearing a lot of talk by adver- 


tisers about retailers’ inability 


Page 3 


to sell, a Milwaukee appliance re- 


tailer got a load off his chest last week about poor salesmanship of 


manufacturers 


Another To-Do between “drys” and a liquor advertiser is raging in 
Seattle as the state temperance association starts using out- 


door 


Page 14 


the paper’s 11th move in its 93-| TV looks like a threat to printing but Printing Industry of America 


year history. 


Dowd Inc. Gets Account 

John C. Dowd Inc., Boston, has 
been appointed agency for Ofgant 
Jackson Chevrolet, Boston. 


TAKE A TIP 


ARVEY 


EXCLUSIVE 


| 
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makes substantial savings for The 
American Tobacco Company on each of several 
display campaigns produced each year! 


FROM A 


national advertisers. 


Arvey’s two great plants in Chicago and 


Like the American Tobacco Company, many 
.. large and small...enjoy 
J - the time-and-money-saving advantages that 
have successfully served this giant Point-of- 
Purchase Display user. 


| members are generally optimistic about the coming year .. 
| A forecast for the publishing industry from Arnold Bernhard & Co. 


.. Page 24 


predicts an increase in magazine reading and less sitting around by 


the television set during the next few years 


An average guy with a penchant 


Page 34 
for the dry martini, AA’s Creative 


Man takes a look at most liquor advertising which avoids the real 


Jersey City mount, die-cut and finish lithograph- 


ed subjects from one or many suppliers, pack 
and ship simultaneously from one or both plants. 
Identical equipment and facilities permit simul- 
taneous operation on a single order when the 


need arises. Arvey’s 


can correlate the most complex and varied dis- 
play materials, and make short-cut shipments 
from the plant closer to destinations. Are you 
taking advantage of this unique dual service? 


WORLD'S LARGEST MOUNTERS AND FINISHERS 
OF ADVERTISING DISPLAYS 


Arvey.CorPORATION 


}a new 


| advertising 
| activities 
| Walker A. Will- 
iams, 
| charge of sales 
|}and advertising. 


tral regional sales 
manager, 
been promoted to 
sales and adver- 
tising manager of 


has 


Ford Motor Co., 
post. 

He will super- 
vise sales and 
staff 
under 


v.p. in 


J. C. Doyle 


Industrial Surveys Moves 


The New York office of Indus- 


| trial Surveys Co. is now located at 


122 E. 42nd St. 


reasons most people tipple from time to time. .............. Page 48 
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Ford Promotes Doyle Calvert Ads Will Explain 
to Sales, Ad Manager | Promotion to Hometowners 
J. C. Doyle, Ford division cen- Calvert Distillers Corp., New 


| York, will use full-page ads June 
30 and July 3 in the Louisville 
Courier-Journal and Times to tell 
people of Louisville about the 
company’s purpose in inviting vis- 
itors to its distillery there and in 
Baltimore. The newspaper ads will 
reproduce Calvert’s magazine ads 
to appear in Collier’s, Life and 
Look, July 5, 14 and 29, respec- 
tively (AA, June 9). Lennen & 
Mitchell is the agency. 

Similar ads are being planned 
for insertion in Baltimore news- 
papers. The ads to appear in 
Louisville next week point out 
that Calvert’s invitations will 
bring visitors to the city and state 
and extra business for retailers of 
Louisville, and that the distillery 
is an important home industry. 


DUAL DISTRIBUTION 


Since 1905 € 


OR DISPLAY BROKER... 
Learn how direct or drop 


SALES 
OFFICES: 3462 N. Kimball Ave., Chicago 18 


CONTACT YOUR LITHOGRAPHER 


shipments (a single package 
to a carload lot) can make 
surprising reductions in P.O.P. 
distribution costs for YOU! 


100 E. 42nd St., New York 17 


DUPLICATE ORIGINAL 


PROCESS ENGRAVED ‘GS 


AT IM PORTANT SAVINGS 


* An exclus 


ive development. 


Where multiple insertions of 


the same ad break 
it is now possib 
ublication its own 


each p 
originals 
proofs at 


simultaneously 
le to furnish 


and progressive 
a cost only 


slightly above patent-types. 


Engrave, Ine. 


Beautiful Color 


Work « Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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23rd of a Series 


BALTIMORE 
Even if CLEVELAND 
you BOSTON 
PITTSBURGH 
TOTAL MILWAUKEE 
these BUFFALO 
nine NEW ORLEANS 
cities | MINNEAPOLIS 
and HOUSTON 


— Sere a ANN SN PNY 


...you still won't reach as many 

families with incomes over $5,000 

as you can buy in the a 
| HERALD TRIBUNE QUALITY MARKET... 
" a market that buys at all price levels— 
| $5,000,000,000 BIG! 


AE I ELLE AAT AMEN, BAL ME: 


NEW YORK 


Herald Tribune 


230 West 41st Street, fame eaten 
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by 


Starting Next Week: 


Lasker's Own Ad Story 


(Continued from Page 1) 
future, his concept of how to make 
his agency bigger, better, more ef- 
fective as a salesman for American 


goods. 


s “There is being undertaken in 
Lord & Thomas at this moment a 
sort of rebirth,” Mr. Lasker told 
his associates at the outset. “I 
really have much on my mind that 
I want to cover with you, but I 
haven't collated how I am going 
to say it 


SPECIAL DIVIDEND DECLARED* 


if you advertised last year in the RICH. 
MOND (Colif.) INDEPENDENT . . . you 
probably have an Earned Merchandising 
Creditf 

*Why not find out? Contact Win Smith 
Advt. Mgr. 


“I am just full of what I want 
to say, so I am just going to ramble 
along with you... Maybe at points 
it won't connect up, but finally I 


will get spotted with my sub- 
ject...” 

And then, for more than six 
solid hours of talking, came an 


outpouring of facts, comments, ob- 
servations that are not only fasci- 
nating to anyone in any way inter- 
ested in the advertising business, 
but in many ways have direct and 
immediate relationships to the 
problems of today. 


s “I feel sort of like a college pro- 
fessor facing a class,” Mr. Lasker 
said at the very beginning of his 
talk. And the reader will feel like 
a student listening to the most 
fascinating classroom lecture of his 


life—sharp, witty, incisive, full of 
meat. 

ADVERTISING AGE is grateful to 
Don Francisco for making this fas- 
cinating document available for 
publication. It also wishes to ex- 
press its appreciation to the Lasker 
Foundation and to Foote, Cone & 
Belding for making available from 
their files some of the contempo- 
rary material which will be used 
to illustrate the historic document. 

Don't miss the first instalment 
of “The Lasker Story—In His Own 
Words” in next week’s feature sec- 
tion. 


Grant Appoints Sammis 


Ruth Burke Samis, formerly 
copy director of American Home, 
has been named publicity coordi- 
nator for Silex Co. by Grant Ad- 
vertising, New York. 


Weymouth to C-P-P Ad Staft 


E. Grayson Weymouth Jr., for- 
merly a space buyer for Kudner 
Agency, has joined the advertising 
eg of Colgate-Palmolive-Peet 

0. 


Appliance Makers 
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Advertising Age, June 30, 1952 


Do Little to Help 


and Much to Hurt Sales, Dealer Says 


(Continued from Page 3) 


ufacturer, you are told, “We're 
sorry, it was okay when it left 
here."”” Mr. Samson reported that 


last year a particular TV set made 


by DuMont had to be “reworked” | 
arrived from the} 


every time it 
factory. He said he got no help on 
the matter from DuMont. 

Then, there's the question of ap- 
pliance parts. A customer may only 
want a 10¢ knob, said Mr. Sam- 
son, but the dealer has a heck of 
a time trying to get it. He said one 
company, Crosley, refuses to give 
the dealer any parts for its refrig- 
erator. As a result, any trade-in 
program on the Crosley refrigera- 
tor is killed because the dealer 
cannot resell the used box which 
he takes in. Mr. Samson related 
how he tried to get a $1.50 part 
for a Crosley refrigerator and was 


More 


Dear Mr. Shelley: 

These few lines are just a “Thank 
You” note for the article concerning our 
son, Robert, which you received and so 
kindly sent on to us. I had thought of 
writing to you for this but didn’t know 
whether you kept these articles on file 
or destroyed them after they were used 
Bob is our only son and has been over 
in Korea since the beginning of the War 

And since I've never had any special 
reason for writing to WHO before I'm 
going to take this opportunity to tell 
you how much our family enjoys your 
station and it’s the station most often 
listened to in our home. We can even 
tell when a strange announcer’s voice 
is heard. We enjoy all your entertain- 
ment and wat I wouldn't give to be 
able to play the piano like Bill Austin, 
sing like the “Chore Gang” and_ that 
guy, Gene Godt and his witticism. I'll 
het his wife could choke him some- 
times. We even like the chuckles he 
provokes from the fellows in the stu 
dio. To make a long story short we 
just enjoy all of WHO. Only one thing 
that we haven't heard for a long time 
that we enjoyed a great deal, Jack Ker 
rigan’s singing. The last we heard of 
him he was in the office, too 

My “Thank You” has gotten quite 
lengthy but did want you to know how 
much we appreciated your thought- 
fulness. 

Mr. & Mrs. Toos. McCLeLLanpD 
Madrid, Ia. 


Dear Mr. Loyet: 

his letter is to express the apprecia- 
tion of the lowa Milk Dealers Associa- 
tion and Association of Ice Cream Manu- 
facturers of lowa for the fine program 
conducted by Herb Plambeck on your 
Radio Station WHO 

We appreciate the fact that Mr. Plam- 
beck evidently took a considerable 
amount of time to make a study of our 
industry which interesting and 
so capably explained during his broad 
cast Wednesday morning, May 17th 

Thanks again for the splendid co 
operation your Radic Station has given 
the lowa Industry 

Joun H. Brockway 
Executive Secretary 

Association of Ice Cream Manufacturers 
Des Moines, lowa 


was so 


Dear Sirs: 
This is to tell you how high we rate 
WHO above all other stations especially 


for News. We left our home at Greene, 
la. last June & have been in Miss., Mon- 
tana, Wash., Oreg., Calif., full length, 


then here in very south of Texas. We 
couldn't get you on the West Coast & 
surely were delighted to hear you here 
We heard the basket ball broadcasts & 
scores on billboard often & were on the 
night our Marble Rock won over Allison 


Samples 
WHO 


' 


Dear Mr. Shelley: 


i wish to express my appreciation for 
the emergency broadcast announced by 


to take tournament. Many Iowans here 
& all are anxious for the weather items 
at 10:15 P.M. often cold there & 92° 
here during day This is a nice place your station today on the 12:30 News 
Very pretty country — | to locate me. My family had been try- 

Mr. AND Mrs. GALEN R. GATES | ing since last night to reach me to 
Val Verde Motel, Dorma, Texas inform me of the death of a member 
of my family. 

A friend in Marshalltown heard the 
broadcast and told me on my arrival 
there this afternoon. Many thanks for 
your trouble and kindness 

Yours very 
i 


To WHO.-all! 

I am determined to write you a letter 
right now, and do you s'pose I can find 
any paper? : 

But I just wanted to greet each and 
every one of you and thank you for the 
joy you have given us this past year 
thru WHO!! 

Herb Plambeck, Gene Godt — oh what 
a_ kick get out of your humorous 
episodes! We sure enjoyed the WHO 
kids’ hour Saturday! Bud Hovland & 
Lucia congrats on baby! Jack Shelly — 
Song fellows — We love you! !n fact we 
love all of you down there. 

From all of us 
SAMUEL (11) 
Kart (10) 
PETER (9) 
Tom (8) 
Miriam (4) 


truly, 
DINDER 
Des Moines, Towa 


Gentlemen: 

This is a note of appreciation in be- 
half of the thirty-eight churches in the 
Presbytery of Des Moines for airing 
the Presbyterian News of our General 
Assembly meeting at Cincinnati, Ohio 

We wish to thank the sponsors of the 
Lowell Thomas program for relinquish- 
ing their time so that the more than 
9800 members of our denomination in 
this presbytery might have the oppor- 
tunity of hearing the highlights of the 
Assembly. 


| Sincerely yours, 

| Haroip S. GILLENEY 
Stated Clerk 

Presbyterian Church in the U.S.A. 

Presbytery of Des Moines 


Knute (11 mo.) | 
Oar & BERNICE WATNE 
Galt, lowa 


wt. a sophisticated, big-city advertising man, it may be 
difficult for youto realize what WHO means in lowa Plus. 


Day in and day out, our mailbags are jammed with 
personal letters of friendship and confidence — “stamp- 
of-approval” evidence, from your customers, that WHO 
is giving a unique radio service to the millions of 
people in lowa Plus. 


Wiil© 


+ for lowa PLUS # 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
FREE & PETERS, INC., National Representatives 


| told he would have to turn it in to 


| the distributor for a $39.50 rehaul- 
ing job. 
Mr. Samson pointed out that 


when these things occur, the cus- 
tomer does not blame the manu- 
facturer but the dealer. 


® According to Mr. Samson, this is 
what happens when a manufactur- 
er announces a new merchandising 
program to its dealers: 

The dealers are invited to a big 
hotel to eat and drink all they 
want. A couple of v.p.s get up and 
say, “We've got the hottest line in 
the country. It’s much better than 
our competitors’.”” Then, the adver- 
tising manager rises and says, 
“We're advertising in so many na- 
tional magazines, we're advertising 
up here in Portland, and down here 
in Atlanta. We only have so much 
to spend locally, however. You buy 
so much, and we'll give you so 
much to advertise.” 

Mr. Samson said he comes out 
of such meetings feeling he didn’t 
“learn anything.” There is never a 
discussion, he explained, of how 
the local dealer can sell these ap- 
pliances. 

Dealers, said Mr. Samson, don’t 
want to hear about the “superior” 
qualities of a particular appliance. 
They want the manufacturer to 
take into account their day-to-day 
selling problems and help them to 
solve these problems. The Milwau- 
kee merchant said he had made 
these gripes before, but they didn’t 
seem to register. He suggested that 
NARDA appoint a committee to 
present these criticisms to the 
manufacturers and distributors. 


® Because of a change in the pro- 
gram, Mr. Samson was followed to 
the rostrum by C. R. McLean, sales 
manager, automatic electric blank- 
et department, General Electric. 
Before giving his pitch, Mr. Mc- 
Clean stopped to take note of the 
previous talk. 

He quipped that the hotel man- 
agement would have a hard time 
“cleaning up the blood left at his 
table,” and went on to say that 
there was only one thing wrong 
| with Mr. Samson's talk—‘he made 
jit to the wrong people.” He said 
that these criticisms should be 
made to the manufacturers and 
added that GE is aware of them. 
He advised the dealers to be free 
|with such complaints and ex- 
pressed confidence that, even 
though it may take a long time, 
manufacturers will clean up the 
situation. 


Sherwin-Williams Promotes 
Burt to Director of Sales 

Arthur H. Burt has been pro- 
moted to director of sales for Sher- 
win-Williams Co., Cleveland. He 
will be responsi- 


ble for all do- 
mestic and for- 
eign sales. Mr. 
Burt has been 
with the com- 
pany all his busi- 
ness career, ex- 
cept for two 
years in the 
Army during 


World War I as 
a captain. 

He began his 
career in the ad- 
vertising department, and in 1946 
was named director of the North 
Central sales region, with head- 
quarters in Cleveland. 


Arthur H. Burt 


Conoco Appoints Hattwick 

Melvin S. Hattwick, formerly 
account executive with Needham, 
Louis & Brorby, Chicago, has been 
appointed advertising director of 
Continental Oil Co., Houston. Mr. 
Hattwick is the author of the re- 
cent book, “How to Use Psychol- 
ogy for Better Advertising,” and 
was an instructor at Northwestern 
| University. 
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With audited circulations 
that read like national 
census figures .. . with 
more individual titles 

than all other kinds of 
magazines put together . . . 
with an inside track into 
the hearts and minds 

of their readers . . . comics 
books are firmly established 
as a major publishing force. 
This, coupled with 
remarkably low advertising 
rate-per-thousand 
circulation, makes comics 
books a particularly efficient 
mover of merchandise 

in the mass market . . . as 
our advertisers have 
already learned. We invite 
you to share their 


pleasant experience. 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Owen Publishing Co. Elects 
Three New Ofticers on Staff 


F. A. Owen Publishing Co., 
Dansville, N. Y., publisher of The 
Instructor, magazine for elemen- 


tary school teachers, has elected 
three officers. E: Stanley Copeland 
Jr., who once was eastern advertis- 
ing manager in charge of the New 
York office and more recently ex- 
ecutive v.p. and general manager 
of the Dansville plant, has been 
amed president. 
Robert C. Gilboy, advertising 
of The Instructor, with 
offices in Chicago, has been pro- 
moted to v.p. in charge of adver- 
tising. Elizabeth F. Noon, director 
of the magazine’s educational ser- 
vice with offices in Dansville, has 
been elected v.p. in charge of edu- 
cational counsel 


manager 


ZuNER-FLYIV 
@ NITE NEON-FLYING 
© SKY- BROADCASTING 
AMERICAN SKY ADVERTISING CO. 


333 NO. MICHIGAN AVE. NEW YORK OFFICE 
CHICAGO} TLLINOIS 224 EAST 38TH ST 
PHONE $12-7487 


‘Many Newsdealers 
Refuse to Handle 
‘Times’ for 4.5¢ 


New York, June 24—The New 
York Times had trouble with news- 
dealers Sunday over the increase 
of its price from 15¢ to 20¢. Some 
newsdealers in the Times Square 
area and “scattered sections” of 
the city refused to accept delivery 
of the paper, resulting in a circula- 
tion drop estimated at 38,000. 

Barney Segaloff, president of the 
Newsdealers Assn. of Greater New 
York, attributed the move to “a 
decrease in the dealers’ percentage 
of profit” under the new newsstand 
price. The Times replied that it 
has voluntarily increased the 
newsdealers’ share of the price of 
the Sunday paper from 4¢ to 4.5¢. 
The newsdealers say they can’t do 
business on that basis. The news- 
paper added that with the cost of 
newsprint what it is, the Sunday 
paper costs 22¢ to produce. 

The New York Herald Tribune 


| plans to raise its Sunday price from 

15¢ to 20¢ on June 29, and report- 
edly will offer newsdealers 5¢ per 
paper. However, Mr. Segaloff told 
AA that he didn’t think the dealers 
would be interested, even at that 
price. The newsdealers will meet 
here Friday night to decide what 
they will do. 


‘LEADER’ RAISES PRICE 

New York, June 24—The Civil 
Service Leader, weekly newspaper 
for government officials, employes 
and job applicants, today raised its 
newsstand price from 5¢ to 10¢. 
The boost, first since the paper 
started publication in 1939, was at- 
tributed to rising production costs. 


Tormey Joins John P. Gilbert 


John J. Tormey, formerly with 
Geyer, Newell & Ganger, will join 
John P. Gilbert & Associates, Mi- 
ami, as director, effective July 1. 
Prior to joining GN&G, Mr. Tor- 
mey was a v.p. with Lord & 
Thomas and its successor agency, 
Foote, Cone & Belding, for 25 
years. 
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Margarine Makers Set Big Splash in N.Y.., 
Probably One of Last Markets to O. K. Color 


(Continued from Page 1) 
newspaper ads, like those of Swift 
& Co., carried notations, “Pending 
July 1, 1952, the above ad does not 
constitute an offer of sale.” 

At the last session of the legis- 
lature, upstate dairy interests lost 
their 65-year battle to keep the 
yellow product off the retail coun- 
ters, but they. did succeed in plac- 
ing some restrictions on public eat- 
ing places. 

Besides a $10 license, restaurants 
serving yellow oleo must say so on 
their menus or else serve it in 
triangular patties or with a mar- 
garine label. A “margarine” im- 
print on the patty itself will not do. 


s Few companies like to tell their 
plans for promoting this highly 
competitive product but here are 
some of the things that will take 
place: 

Standard Brands. The “biggest 


|promotion in margarine history” 


General 
Merchandise 


STOR 


. THE MOST 
IMPORTANT C 
* IN THE 
AM 
SAN DIEGO 
CALIFORNIA 


E SALES 


ORNER 
U.S. A. 


San Biego 
EVENING TRIBUNE 


Gary, Ind. 
Syracuse, N. Y. 
Nashville, Tenn. 
Bridgeport, Conn. 
Des Moines, lowa 
Salt Lake City, Utah 
Youngstown, Ohio 
Omaha, Neb. 


SAN DIEGO, CALIF. 


Oklahoma City, Oklahoma $ 55,226,000 


51,296,000 
50,838,000 
45,671,000 
43,392,000 
42,082,000 
54,540,000 
39,405,000 
47,234,000 


$56,394,000 


DATA COPYRIGHTED 1952 SALES MANAGEMENT 


SURVEY OF BUYING POWER 


ray 2 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


is promised for Blue Bonnet. Every 
pound package will have a certifi- 
cate inviting customers to write in 
for a coupon good for a second 
pound free. 

Blue Bonnet plans large ads in 
every daily down to 3,000 circula- 
tion and a spot radio campaign in 
some 20 markets. Subway cards 
and the Jewish press will be used. 
A half-pound package will be fea- 
tured in the metropolitan area 
only. The promotion is planned to 
run through the summer. Ted Bates 
& Co. is the agency for Blue Bon- 
net, which claims to be the largest 
selling brand in the state as well 
as nationally. 


@ Lever Bros. The Good Luck 
products division plans a heavy 
newspaper promotion in 50 mar- 
kets and a radio spot campaign on 
about 20 stations. Full pages are 
scheduled for June 29 and July 1— 
the day of the expected yellow 
rush. Good Luck will offer a spe- 
cial coupon which can be redeemed 
| for 10¢ toward the purchase of a 
dozen eggs. 

An intensive public relations 
| drive is already in swing with PR 
jm now in all major markets 

with an education program and 

| lining up local interviews and tie- 
| ins. Models will pass out good luck 
tokens July 1 to all Lever House 
| visitors. Various stunts are going 
on within Lever House aimed at 
| making employes Good Luck con- 
| scious. Hewitt, Ogilvy, Benson & 
| Mather handles the advertising. 


® Kraft Foods Co. Not content with 
the fact that “yellow-day” is here, 
| Kraft will be using pages to an- 
nounce its new Parkay margarine 
(AA, June 23). “Parkay is yellow 
of course, but that’s not the big 
news,” reads the color ad. “Kraft’s 
delicious new Parkay_ spreads 
smoothly even when ice cold. ..no 
‘warm-up’ needed.” 
Through Needham, Louis & Bror- 
| by, Chicago, advertising will run 
| in newspapers, posters, radio, tele- 
| vision and subway cards. “Kraft 
Television Theater” (NBC-TV) 
will run a special commercial for 
|New York state only. The new 
| product has a new package and is 
| expected to have national distribu- 
| tion this year, though the initial 
| appearance is planned for the East. 
The state promotion will be “one 
|of the major operations of Kraft 
| this year,” according to the agency. 


|= Best Foods. A 10¢ coupon toward 
| the purchase of a pint or quart of 
| Hellmann’s mayonnaise will be of- 
| fered with Nucoa margarine. Be- 
tween 30 and 40 newspapers will 
run 1,200- and 1,000-line ads. Radio 
and television spots are scheduled 
|for some 50 stations in about 20 
cities. Benton & Bowles is the 
agency. 

Swift & Co. Full-page to 1,000- 
line ads, color where available 
| (others will also use color where 
available), in 46 newspapers, 
“Breakfast Club” (ABC) on 17 
state stations, five-minute pro- 
grams on WCBS-TV three-times 
weekly and seven upstate partici- 
pation spots—mostly on homemak- 
er type shows—are included in the 
introductory plans for yellow All- 
sweet. No’special deals are planned, 
though Allsweet will continue with 
its sterling silver certificate. J. 
Walter Thompson Co. is the agency. 


Starts $250,000 Drive in July 
Lady Esther Ltd., Chicago, will 
launch a $250,000 face powder 
promotion in July stressing the 
“snowflake-like disks” of Lady 
Esther face powder. Designed to 
add new users to the 9,000,000 reg- 
ulars now claimed by the com- 
pany, the promotion will cover 84 
daily papers, First 3 Markets 
Group, The American Weekly, 
Parade, This Week Magazine and 
Life. Retailers will receive window 
and counter display pieces and a 
mat service for tie-in promotions. 
Biow Co., New York, is the agency. 
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OUTDOOR ... for dealer enthusiasm 


/**** Outdoor Ad 
pee peeees 
@eeeseeeeeeeseeeseeeeeeeee ee ees A 


“Every family uses sugar, so in reminding housewives to buy Jack Frost 
we must use a medium everyone sces. This year we are using Outdoor 
; Advertising for the first time, and our brokers and wholesalers are out- 


spokenly enthusiastic. 


bap Wa. O. STARTON 
Vice Presiden es 
THE NATIONAL SUGAR REFINING COMPANY 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group | < 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INC. + THE PACKER CORPORATION 
WALKER & COMPANY «+ UNITED ADVERTISING CORPORATION © WHITMIER & FERRIS CO., INC 


serving one-fifth ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV. CO. « E. A. ECKERT ADVERTISING CO 
of the nation’s PORTER POSTER SERVICE + SLAYTON & COMPANY + THE HARRY H. PACKER CO. + BORK POSTER SERVICE 
SUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO. + C. £. STEVENS CO . 
consumers... CONSOLVO ADVERTISING CORP. « LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO : 


d AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE.,, NEW YORK 22 
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Allis-Chalmers Names Davis 
L. W. Davis has been named 


Pacific Coast territory manager of Ted H. Ball Co., 


Weinstock to Consolidated 
Ralph Weinstock, formerly with 
Hollywood, has 


CBS Radio Names Two 
Henry Flynn, formerly assistant 
sales manager for CBS Radio Spot 


the tractor division of Allis-Chal- been appointed account executive Sales, New York, has been ap- 
mers Mtg. Co., Milwaukee. H2 and head of the sales and mer- pointed eastern sales’manager for 
succeeds A. E. Dorn, who has chandising department of Con- the division. Meanwhile, William 
_ been promoted to industrial sales solidated Advertising Directors, F. Miller, previously sales repre- 
Ps manager Los Angeles. sentative for KMOX, St. Louis, 


‘ Use The Network 
Z of Weekly Newspapers 
reaching the U.S. 


: Armed Forces Everywhere 
yee * 
ae ARMY TIMES ——_ AIR FORCE TIMES 


(Members Audit Bureau of Circulations) 


NAVY TIMES 


DETROIT: Guardian Building 
LOS ANGELES: 6399 Wilshire Bivd 


Advertising Offices 


WASHINGTON. 3132 » St. NW 
NEW YORK 4! Eost 42nd St 


was named general sales manager 
of WCBS, New York. 


Schmid Named PR Director 


Ed Schmid Jr., formerly public 
relations adviser for Armco Steel 
Corp., Middletown, O., has been 
named director of public relations 
and publicity for Reserve Mining 
Co., which is jointly owned by 
Armco and Republic Steel Corp. 
He will make his headquarters in 
Duluth. 


Springfield Sales Execs Elect 
Stanley H. Purdy has _ been 
elected president of the Sales Ex- 
ecutives Club of Springfield, Mass. 
Other officers elected are J. M. 
Rutherford and Douglas W. Rog- 


ers, v.p.s; Thomas B. Cavanaugh, 
secretary, and G. Brady Buckley, 
treasurer. 
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New York Commuters Read Newspapers 
More Than Los Angeles Commuters Do 


New York, June 25—The com- 
muters, whether traveling by pub- 
lic transportation or private vehi- 
cle, are a better bet for newspapers 
and radio in the New York area 
than in the Los Angeles area. 

This is one of the most interest- 
ing findings in the “Going to 
Work” survey conducted by Pulse 
Inc. in these two cities. The pilot 
study, which covered 12 New 
York-New Jersey counties and Los 
Angeles and Orange Counties in 
California, was made in May. 

its purpose was to find out how 
many people go to work, how they 
get there, how long it takes them 
and how many read newspapers or 
listen to the radio enroute. The 
sample: 419 families in New York 
and 485 in Los Angeles. 


ein New York, Pulse reported 
that 1.33 persons per family went 
to work, compared with 1.19 in 


Los Angeles. In total numbers of 
people, this was 4,881,500 in New 
York and 1,828,630 in Los Angeles. 

In New York most (67%) of the 
people used the public transporta- 
tion services—subway, bus, street 
car, trains—to get to work. Only 
25.6% traveled by car. 

The situation was reversed in 
Los Angeles, with 73.9% driving to 
the job in a private car and only 
19.8% using a public conveyance. 


2 In New York the average person 
spent 42 minutes getting to work 
if he used public transportation 
and 31 minutes if he rode a car. 
In Los Angeles the comparable 
figures were 29 and 25 minvtes. 
In New York 18.6% of the people 
going to work (projected to num- 
ber 907,960) listened to the radio 
enroute, while 46.1% of the work- 
ing commuters in Los Angeles 
(842,750) listened to the radio. 
Viewed from another angle, a 


CHICAGO: 203 N. Wobath Avenve SAN FRANCISCO: Monadnock Bidg 
In Philadelphia, represented by R W. McCarney, 1015 Chestnut St 
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$50.000 a day- 
for waiting / 


These manufacturers are waiting 

In their factory, the production line 
has halted, the men are idle. And every 
day of this inactivity is costing them 
$50,000—and more! 

What happened? One small break- 
down in an important machine has 
stopped the works! 

Even though replacement parts are 
hundreds of miles away, there's one 


way they could cut those days of waiting 
to fours. It's an answer that is saving 
thousands of manufacturers thousands 
of dollars every day. 

That answer is—Air Express! 

Air Express speed means pr duction 
line speed. Whether your business ts 
factories, films, or food, you can profit 
from regular use of Air Express. Here's 
why 

It’s FASTEST — Air Express gets top 
priortty of all commercial shipping 
services wives the fastest, most com- 
plete doo:-te-door pick-up and delivery 
service in all cities and principal towns 
atin t 
IT'S DEPENDABLE — Air Express pro- 
vides one-carrier responsibility all the 


entra cos 


way and gets a receipt upon deliver} 
IT’S PROFITABLE— Air Express service 
costs less than you think, gives you 
many profit-making opportunities. 
Call your local agent of Air Express 
Division, Railway Express Agency. 


“OAR HOPES 


GETS THERE FIRST 


higher percentage of New Yorkers 
who had an opportunity to hear 
a broadcast did so: In New York 
70% of the people driving to work 
listened, compared with 60% in 
Los Angeles. 

Since a larger portion of New 
Yorkers ride subways, buses, etc., 
it would be assumed that more of 


them read newspapers going to 
work. Such was the case, with 
2.348.000 (48.1%) New Yorkers 


passing the time reading a paper, 
compared to 120,650 (16.6%) Los 
Angeles commuters. Percentage- 
wise, New Yorkers also ranked as 
more avid newspaper readers— 
with 70% of those who traveled by 
public transportation reading a pa- 
per. In Los Angeles only one out of 
every three persons commuting by 
bus, etc., reads a paper on the way 
to work. 


‘N. Y. News’ Names Tincher 

to Succeed Elmer Flagler 
Richard S. Tincher, formerly 

western office manager of the 

New York News in Chicago, has 

been named manager of classified 

display advertising, effective July 


Richard S. Tincher 
Elmer E. 


Elmer E. Flagler 


1. Mr. Tincher succeeds 
Flagler, who is retiring 

John F. Herrick, formerly man- 
ager of travel and resort adver- 
tising in New York, will succeed 
Mr. Tincher in Chicago. 


Boston Adclub Elects 

Paul A. Newsome, president of 
Newsome & Co., public relations 
consultant, has been elected presi- 
dent of the Advertising Club of 
Boston. Other officers elected are 
Edward C. Donnelly Jr., president 
of John Donnelly & Sons, Ist v.p.; 
Nelson C. Smith, executive v.p. of 
Atlantic Coal Co., 2nd v.p.; Charles 
W. E. Morris, New England adver- 
tising manager of the Christian 
Science Monitor, secretary, and 
Carlton M. Strong, Boston office 
manager of Rumford Press, treas- 
urer. 


William Joins Chirurg 

Gilbert H. William. formerly 
|senior counsel with Griswold- 
Eshleman, Cleveland, has been ap- 
pointed copy director of James 
Thomas Chirurg Co., Boston. He 
succeeds Flavel D. Ray, who has 
opened an office in Boston as copy 
| consultant and free lance writer. 


-WCAU Appoints Teetsell 
Irving F. Teetsell, formerly on 
the sales staff of Frederick W. Ziv 
Co., has joined the sales depart- 
ment of WCAU, Philadelphia. 
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Advertising Age, June 30, 1952 


Ad Drive for 
‘Revised Bible’ 
Will Set Record 


New York, June 24—More than 
$500,000 will be spent advertising 
and promoting the “Revised Stand- 
ard Version of the Bible” which 
will be published Sept. 30. The 
campaign is described as the larg- 
est ever devoted to a book. 

Cooperating in the campaign, 
through Batten, Barton, Durstine & 
Osborn, will be Thomas Nelson & 
Son, New York publisher, and the 
National Council of the Churches 
of Christ in the U.S.A., which owns 
the copyright on the book. 

About half. of the $500,000 will 
be spent this fall on advertisements 
like these: 

Pages in The American Weekly, 
Parade and about seven independ- 
ent Sunday supplements and Life, 
spreads and pages in the New York 
Herald Tribune and Times book 
sections, a page in Household, 
spreads in 13 religious publications 
and pages in 49 religious publica- 
tions. Other ads will be scheduled 
later. 


® Display and promotion materials 


for denominational publishing 


houses, retail book and department | 
cooperating religious | 


stores and 
groups are now being distributed. 


These include a 16-page brochure | 


for 144,000 ministers, with inser- 
tions of sermon materials and in- 
structions on cooperating in the 
publication observances. 

These observances will be held 
in some 2,500 communities in the 
U.S. and Canada. About 1,000,000 
persons of 100 different denomina- 
tions are expected to attend. 

Other promotion includes 500,000 
posters, 15,000 window display 
backdrops, 30,000 easel cards, giant 
books and fliers, 5,000,000 double 
postcards, and 1,500,000 circulars to 
be mailed by stores and the Book- 
of-the-Month Club. 

As a result of advance publicity 
and denominational cooperation, 
bookstores have already placed or- 
ders for more than 700,000 copies 
of the new Bible. The basic edition 
in maroon buckram will retail at 
$6. A black leather edition will be 
$10. 


Ford Buys New TV Film 


Ford Motor Co., Detroit, will 
present a new dramatic film series, 
featuring name movie stars, start- 
ing Oct. 2, over NBC-TV in the 
time slot formerly occupied by 
James Melton’s “Ford Festival.” 
The telecast, to be cailed the “Ford 
Theater,” will be produced by 
Screen Gems, subsidiary of Colum- 
bia Pictures Corp. This is believed 
to be the first TV film program 
agreement of its sort between a 
major Hollywood studio and a na- 
tional advertiser. J. Walter Thomp- 
son Co. is the agency. 


S. C. Johnson Boosts Three 

S. C. Johnson & Son, Racine, 
Wis., has promoted J. J. Curtis 
from eastern regional manager for 
Johnson's wax to national accounts 
manager. He will coordinate the 
company’s marketing and adver- 
tising policies with those of east- 
ern accounts, from the New York 
office. R. W. Griffith of Racine 
succeeds Mr. Curtis as eastern re- 
gional manager. G. O. Potter, in 
the Chicago office, has been ap- 
pointed national accounts manager 
in charge of the midwestern and 
western areas. 


Doeskin Boosts Partenheimer 


Doeskin Products Inc. New 
York, has promoted Robert E. 
Partenheimer to sales manager. 


With the company since 1947 as a 
salesman and regional manager, 
Mr. Partenheimer’s duties will in- 
clude direct supervision of Doe- 


skin sales personnel at both the 


territory and regional level. 


Weissman Joins Morris 


George Weissman, formerly with 
Benjamin Sonnenberg, public re- 
lations consultant, as account ex- 
ecutive on Philip Morris, has been 
named assistant to the president of 
Philip Morris & Co. Mr. Weissman’s 
duties will lie principally in the 
fields of public relations and gen- 
eral administration. Mr, Sonnen- 
berg will continue as public rela- 
tions counsel for the company. 


Shivell, Hall Agencies Unite 

Shivell-Hall Co. has been formed 
with offices at 501 Fifth Ave., New 
York. The new agency combines 
the business formerly handled by 
Kirk B. Shivell Inc. and Maybeile 
F. Hall Co. 


Helen Ayers Joins F&S&R 

Helen S. Ayers has joined the 
New York office of Fuller & Smith 
& Ross as a radio-TV writer. Miss 
Ayers formerly was a reporter for 
the St. Louis Post-Dispatch. 


McCann Gets Peru Accounts 

Singer Sewing Machine Co., New 
York, has named McCann-Erick- 
son’s office in Lima to handle its 
advertising in Peru. Newspapers, 
radio and car cards will be used. 
The Lima office has also been 
named by Licores Poblete, Peru- 
vian distiller of cognac and cham- 
pagne. 


Curtis Adds TV Siations 


Curtis Publishing Co., Phila- 
delphia, has added 17 more Du- 
Mont stations to the weekly lineup 
for “Keep Posted.” This gives the 
discussion pragram a total of 34 
live stations. Batten, Barton, 
Durstine & Osborn is the agency. 


Gets First Representative 

The Daily Progress, Charlottes- 
ville, Va., has named Moran & 
Hedekin, New York, to represent 
it nationally. The paper, estab- 
lished in 1892, has never before 
had a representative 


Promotes William McDonald 

William R. McDonald, with the 
company’s advertising and sales 
promotion headquarters in Pitts- 
burgh since 1950, has been pro- 
moted to advertising staff repre- 
sentative of the elevator division 
of Westinghouse Electric Corp., 
Jersey City. Mr. McDonald has 
been with the company since 1947. 
He will be responsible for all di- 
visional advertising and sales pro- 
motion activities, 
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The Sun Shines Bright On PADUCAH— 
@ $500 Million Atomic Plant Is Going Up. 
@ Bank deposits up 76% in 1951. 
@)~ @ More than 20,000 new jobs in year. 
7 The Paducah Sun-Democrat 
28,000-Pius Paducah, Ky. 
Daily - Sunday 
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Mail coupon for your FREE copy—plus another 


Prediction: 
This new book will spark-plug sales 
of one Billion dollars worth of 
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valuable new book that can help boost your sales 


Here, “hot off the press,” is the newest edition of a book 


that has become almost a sales ‘bible’ for thousands of 


executives including those of most of the sales-leaders in 


business fields ranging from motor cars to baby buggies— 


from railroads to diaper services. 


It is Belnap & Thompson's new 1953 Deluxe Prize Book. 


The fact that it tops all previous editions will be welcome 


news, since selling will be tougher this year for most com- 


panies than in any recent year. 


Its theme title is: “SET YOUR SIGHTS ON BETTER LIVING.” 


In its pages are presented 


in colorful array 1622 of the 


Belnap & Thompson, Inc. 


Headquarters for Merchandise Prize 
Incentive Programs 


TWO valuable new Books 
ate yours FREE: 


finest merchandise prizes ever assembled—famous name 
prizes—the kind that supply maximum incentives to FOCUS 
THE SALES POWER of all salesmen—to achieve the specific 
objectives and goals your sales program requires right now. 

Mail the coupon and in addition to your free copy of this 
new prize book, we will send you a complementary copy of 
“Incentives at Work,’ a complete manual on how and when 
to use Prize Programs—based upon an analysis of the case 
histories of more than 4,000 successful B & T Prize Programs. 
Every sales and merchandising executive needs these two 
business tools. 


PSS SSSSHSCSTPSSSTSSSSeSRseseses 


© Belnap & Thompson, Inc. 

- Incentive Center, Palmer House, Chicago 

® Gentlemen: Please send me BY MAIL without charge or obligation 
@ copies of your new Deluxe Prize Book and Incentives at Work. 
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Promotional Expenses Must Go Up 

The usual business talk was going on. There were four or five of 
us—a couple of agency people, an advertising manager, the treasurer 
of a large advertiser. 

The treasurer, mostly with tongue in cheek, had been riding the 
advertising agency people for “always trying to get us to increase 
Gur budget.” 

‘Let me tell you something,” said one of the agency men, “I have 
béen in this business for a quarter of a century, and I have never 
yet seen an advertising assignment fail because too much money has 
béen spent on it; but I can cite you half a dozen instances, without 
e¥Ven thinking about, in which smart, intelligent promotion ideas 
flOpped because not enough money had been appropriated to do the 
job 

*“Now don’t get me wrong,” he said. “I am not arguing that adver- 

ng appropriations should always be increased. And I know as well 
oy do that more than one company has got itself in trouble be- 

se it spent too much on advertising that wasn’t justified. 

*But far more companies have failed to do what they set out to 
do because they tried to stretch their advertising dollars too thin. 
Their basic ideas were good, their product was good, but they were 
skim ping on their promotion, and they thereby lost that impact which 
Makes all the difference between success and failure. 

*1 tell you, once you know you are on the right track; once you are 
sure you have an acceptable product, priced right and well distrib- 
uf@d, and an advertising and promotion idea that makes sense—then 
y@ur success or failure can very often be measured by whether you 
appropriate 10% too much, or 10% too little money, to do the job. 

*If you appropriate 10% too much, you may waste 10% of your 
money. That's bad, but it isn’t fatal. On the other hand, if you ap- 
propriate 10% too little, you may waste the 90% you spend—and that 
often can be fatal, or nearly so. 

“An agency that is worth its salt makes darn sure that a client gets 
value received for every dollar he spends. But it knows that you 
don’t send a boy out to do a man’s job, and it usually has a pretty 
good idea about how much it will take to put over a given promotion- 
al idea, 

“If you don't appropriate enough to do the specific job in hand, 
you are very often better off not to try the job at all. And I person- 
this. It is my personal 
conviction that most advertisers are underspending; that they are 
spreading themselves too thinly, and that they are therefore not get- 


ally have told a number of clients exactly 


ting the impact they ought to get out of what they are doing. 

“In many cases, just a few percentage points more on the promo- 
tion budget—to do the same job—could make all the difference be- 
tween a wow of a success and one of those well-maybe results.” 


Meck Makes a Discovery 


For our money, one of the most interesting stories we have ever 
published appeared in these columns last week. It told of the test of 
Meck Television Inc. with “ in advertising 
in Washington, and the failure of that test. 
What made the story unusual was that Meck 
“The public wants price appeals,” it 


complete delivered prices” 


said frankly that the 
test was a flop. said. “The fact 
that the final price they pay is not the price quoted in ads makes no 
difference to them. They want the price of the set, the taxes, the 
And the test was 
called “the most unsuccessful ad we have ever run.” 

Whether Meck’s conclusions were justified, we do not know. But 
we think the announcement of the ‘ 
tremely worth while. Usually, advertisers tell only about their great 
successes. Actually, “flops,” and 
the organization which is willing to discuss its mistakes deserves a 
vote of thanks from everyone. 


warranty and installation all quoted separately.” 


‘flop” is encouraging and ex- 


there is far more to learn from the 
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“Cleverest piece of media promotion I’ve seen for a long time.” 


Rough Proofs 


By far the most successful of 
their series was the Bing Crosby- 
Bob Hope production of the 
$1,000,000 Olympic fund telethon, 
“Road to Helsinki.” 


The recent double-page spread 
in AA, headed, “In Chicago, it 
takes two,” was unsigned, but most 
admen guessed it wasn’t placed by 
the Abendpost. 


Arthur Godfrey showed admir- 
able restraint in telling his TV 
jaudience that Chesterfield’s new 
king-size cigaret will cause its 
|competitors to fall flat on their 
you-know-whats. 


| An innocent bystander reading 
the tightly packed program of the 
|National Industrial Advertisers 
Dat | Assn. meeting in Chicago this week 
YY , would be justified in concluding 
jthat it must also be an association 

of industrious advertisers. 


What They're Saying 


| 

Friends of Gen. Ike, noting that 
jsome of his off-the-cuff opinions 
jexpressed to radio and TV audi- 
ences have had to be modified, are 


‘Is the Advertising Budget 


Buying Good Will? 


How does your advertising de-| 


partment tie its budget to achieve- 
ment? That question, of course, im- 
plies a belief that it is possible to 
measure accurately the results of 
advertising—and many advertis- 
ing men would severely qualify 
such a conclusion. 

Some recent confidential surveys 


by advertisers seem to indicate that 
'a large and increasing segment of 


the public believes that advertis- 
ing makes the advertised product 
cost more than otherwise would be 
the case. Perhaps the public has 
been impressed by widespread 
stories about the enormous cost of 
television programs. Certainly, sur- 
veys have shown an increasing seg- 
ment of the public skeptical about 


the statements they read or hear} 


in advertising. 

For the majority of manufac- 
tured products the public is mis- 
taken, for advertising develops 
mass production whose economies 
outweigh the advertising cost. But 
widespread misconception can be 
dangerous. 

Obviously this is a trend of pub- 
lic opinion that professional ad- 
vertising men will not welcome, 
but it is one which the controller 
can rightly recognize. He can 
properly ask if the company’s ad- 
vertising is building maximum 
good will and public acceptance in 
proportion to the amount spent and 
whether it is so oriented as to min- 
imize the development of public 
mistrust or ill will. 


—Walter Mitchell Jr., editor, The 
Controller, official publication of Con- 
trollers Institute of America, June, 
1952, issue. 


Untrend That Unthinkable! 


“Accessorize your separates!” 


: |beginning to doubt his willingness 
making verbs of nouns and nouns ,, say, “I like mike.” 


of adjectives is going to end. 
We suspect that five years from 
now we shall no longer be shaving 
off our morning beard. We shall es, 
razoring our stubbly. While we ian OEENE out, and as far as Faye is 
teriorize our cracklies (Rice Kris-| Concerned, that alleged Emerson 
pies to you) we shall eye our peri-| |platitude about building a better 
odical (that one doesn’t even sound ,Mouse-trap simply isn’t so. 
| Strange). Then, briefly affection-| 
izing our ever-loving, we shall 
head for the garage, dewaistcoating| The advertising column idea has 
our Grade A Medium on the run.|been growing rapidly ever since 
| A quick stop at a service station to|Nancy Sasser made it seem to be 
gasolinate our unconvertible, and| so ridiculously simple and easy. 
we shall be low, second and high-| 
ing it to the busy, bustling and un- 
parkingspaced, And so it will go,) The switch of O’Cedar from 
all the live-long. |\Y&R, the statistics indicate, 
But, by jingo, if we have any- | couldn't have been because of any 
| thing to say about it, our separates |failure of its newest product to 
will still be unaccessorized. And we! mop up. 
think we'll start eyeing our period- 
ical less and earing our five-tube 
|more. The commercials (commer- “Pollsters ready to try again in 
cial announcements, that is—you/1952,” reports the world’s greatest 
}see what a head start this thing|advertising journal. 
has already) ...the commercials They can score the hits, runs and 
may be jargonated, but at least they/errors all right, but it’s the left- 
are still short of being chaotified! lon-bases item that floors them. 
—Reprinted in Proofs to Client, Harold 
F. Stanfield Ltd., from the May issue 


of Station Break, published by Walter 
A. Dales Radioscripts, Montreal. 


‘Keys to Better Living’ | The public would like very much 
Let me offer a suggestion that|to see something happening in 

comes from my personal interest. Pittsburgh steel mills. 

If you have any talent for writing | e 

and speaking, make the most of it. | 

Work at it. As we study famous 

men we find that many have more 

than ordinary skill in articulating 


Two advertising columns have 


. 
“Something is happening in 
Pittsburgh,” says the ad. 


Speaking of Pittsburgh, most 
\local people prefer that you spell 
it with an “h,” and it’s not just be- 
cause Ralph Kiner needs the letter 


their ideas. Writing and speaking : ~ 
can be highly important stepping for the manufacture of his favorite 
stones to your personal success. product. 

| Moreover, for the reasons I have - 


| mentioned earlier, the world needs 
| Writers and speakers, Through 
‘them, if at all, the goal of better 
understanding among men can be 


“Television set makers,” says a 
news story, “will make the most of 
the political conventions.” 

And so will the politicians. 


| wondering where this trend toward | 


commands a newspaper advertise-' reached. Through them we may 
ment inserted by one of Canada’s, make enough progress in learning 
most respected department stores.| to love one another that we shall 
We have no notion what our sep- not use our advancement in the 
arates may be, and, blushing faint- physical sciences for destruction of 
ly, we categorically refuse to make all we have achieved. 

any attempt to find out, let alone 
accessorize them. But we can't help | 


~—Conger Reynolds, director of public 
relations, Standard Oil Co. (Indiana) 
in a commencement address at Car- 
thage College, Carthage, Ill. 


Meck Television found that a 
straight full-price product offer 
brought very little response. In a 
world full of gimmicks, the public 
regards a proposition like that as 
just another gimmick. 
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pace ‘ : SUN OIL IN $200,000,000 EXPANSION PROGRAM! 


Already the nation’s second oil-refining center, Philadelphia is 
growing greater in this BIG industry. Sun Oil's expansion embraces 
a polymerization plant for high-octane gasoline, plus a plant for 
lubricating oils. Other refiners are also expanding—for a total 
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STEADILY GROWING IN LINAGE THE INQUIRER IS 3 pace a ’ e€ On 
IN UNDISPUTED FIRST PLACE IN PHILADELPHIA! 


the Inquee e that 
Making daily gains in advertising linage, THE INQUIRER stays per 


way out in front among Philadelphia newspapers. Today, THE n 


INQUIRER Leads in NATIONAL, RETAIL, DEPARTMENT STORE, ve fre 
CLASSIFIED and TOTAL advertising ! en 
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a Now in its 19% 


/ Consecutive Year of Total 
Advertising Leadership 


ein The Philadelphia Pngquirer ; 


Philadelphia Prefers The Inquirer . 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. Westi Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery Street, Son Francisco, Garfield 1-7946 © 1127 Wilshire Bivd., Los Angeles, Michigan 0578 
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State Temperance Group’s Outdoor Board 
Mimics Calvert's ‘Men of Distinction’ Ads 


SeatrLe, June 24—A little north 
of Seattle on the heavily traveled 
Pacific Highway there is a large 
painted bulletin that reads: 

The Man of Distinction May 
Become a Man of Extinction. Don’t 
te Fooled by Liquor Ads.” 

rhe bulletin has two pictures. At 
left the “man of distinction,” 
glass in hand, At the right is a 

presumably on his way to 
The bulletin is signed 


Oust 
extinetion 


by the Washington Temperance 
Assn 
The 50’ board was independent- 


ly placed by the association and 
bears the name of no outdoor ad- 
vertising firm. 


e By the end of last week, the 
board had kicked up a lively local 
controversy, producing newspaper 


“ publicity that would be looked up- 


on as fine support for conventional 
advertising 

But Calvert Distillers Corp., 
owner of the “Men of Distinction” 
trademark, sent a letter of protest 
to the temperance union through 
White & Case, New York attorney 
for Calvert. The letter read: 

“The style of the billboard and 
your advertising and propaganda 
are obviously done to influence the 

ople not to buy ‘Lord Calvert’ 

hisky; it is an effort to frighten 
ay customers, and as such in- 
jares our client and its business.” 

To this, Car! F. Christophersen, 

@dunsel and board member of the 
@sociation of drys, replied: 
@ “The Washington Temperance 
Assn sees no reason why it should 
d@sist in this (education) pro- 
am and maintains that the state- 
“nt set forth...is true and fae- 
al 


“We feel that the billboard is 
a ened to keep before the public 
well known fact that men of 
luence may become Skid Row 
aracters and alcoholics through 
tHe use of intoxicating beverages.” 
eThe Rev. Dr. L. David Cowie, 
ociation president, added: “We 
f@e! we have at least the same right 
t@ freedom of expression as do 
liguor interests, and if necessary 
se to fight to the Supreme 
Purt to.maintain that right.” 
Floyd C. Carrier, executive di- 
tor of the association, told AA 


91,563 TV SETS 
IN THE QUAD-CITY AREA 
e 


7 ACH month this TV set 

~ total is ascertained by 
Quad-City wholesalers serving 
this area. Actually, the total of 
TV homes reached by WHBF- 
TV is considerably litger as 
our TV signals are received 
ever an extensive area beyond 
the Quad-Cities 


True to a 25 year tradition of 
service in radio broadcasting, 
WHBF-TV now also serves 
Quad-Citians well—and adver- 
tisers profitably 


Les Johnson, V.P. and Gen. Mgr. 


WHEBF :: 


TELCO BUILDING, ROCK ISLAND, LINOIS. 


~ Meprevented by Avery Koode! |» 


+ 


that the painted bulletin is only a 
minor part of the group's statewide 
program. The primary effort, he 
said, is educational, and work is 
carried out through the schools. 

The board costs the associa- 
tion $2,400 a year, allowing for 
three copy changes. The associa- 
tion is so pleased with the effect 
its original copy has had, however, 
that it is going to let it stay be- 
yond the period originally planned. 
Other bulletins planned will re- 
fute liquor and beer advertising 
that the association considers mis- 
leading or fallacious, Mr. Carrier 
said. 

The temperance group pays for 


its advertising through the sale of 
stamps, like Christmas seals, to its 
20,000 members. The stamps carry 
reproductions of the bulletin which 
members can use on personal let- 
ters, etc. 


s Calvert wasn’t the only distiller 
to feel the snap of the temperance 
association’s program. Brown-For- 
man Distillers Corp. recently 
erected:a reproduction of a whisky 
bottle through a Seattle producer 
of outdoor signs and spectaculars. 
The bottle, which stood 40° above 
a main highway on the edge of 
town, revolved while three flanges 
advertised Old Forester, Early 
Times and King whiskies. 

A short time ago, the temper- 
ance association protested to the 
Washington State Liquor Control 


Board about the bottle. Although 
no ruling by the board has been 
announced, the bottle came down 
after temperance officials pre- 
sented the liquor board with pe- 
titions having more than 2,000 sig- 
natures protesting the sign. They 
were surprised, however, at the 
speed with which the bottle was 
removed. 

Brown-Forman faced similar 
difficulties in Denver with a 47’ 
Old Forester bottle (AA, April 7, 
et seq). After presenting some re- 
sistance, the distiller finally agreed 
to remove the sign. 


ARIZONA DRYS SEEK 

BAN ON LIQUOR ADS 
Tucson, June 24—A group of 

Arizona citizens opposed to liquor 

in all forms is distributing peti- 
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tions to place a referendum before 
the state to bar all beer, wine and 
liquor advertising in any medium 

Members of the Tucson adclub 
have announced that they feel 
such a measure is an infringe- 
ment of their constitutional rights. 
The club has passed a resolution 
to this effect which it is distrib- 
uting to public officials and min- 
isters in the Tucson area who have 
been asked by the dry element to 
secure signatures for the referen- 
dum. 

The resolution states: “We... 
believe that the right to advertise 
is one of the freedoms guaranteed 
to the American people by the 
Constitution of the United States. 
And we further believe that any 
attempt to restrict or prohibit the 
advertising. ..of any product, com- 
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modity or service which can legal- 
ly be sold within the State of Ari- 
zona is an abridgement of con- 
stitutional right.” 


Amtico Plans Fall Campaign 


The rubber flooring division of 
American Biltrite Rubber Co., 
Trenton, N. J., plans an extensive 
fall advertising and promotion 
campaign for its Amtico rubber 
tiles. Full-color pages will appear 
in Better Homes & Gardens, House 
Beautiful, and House & Garden, 
backed by trade publication ads. 
Al Paul Lefton Co., Philadelphia, 
is the agency. 


Names John Falkner Arndt 


Houdry Process Corp., Philadel- 
phia, has appointed John Falkner 


Arndt & Co., Philadelphia, to direct , 


its public relations and advertising. 


Montreal Jr. Adclub Elects 


Robert Duncan Jr., R. J. Mag- 
Leod Co., has been elected presi- 
dent of the Junior Advertising and 
Sales Club of Montreal. Other of- 
ficers elected are Art Woodhouse, 
Johnson & Johnson Ltd.; Lorne 
Walpert, N. Newton Walpert Ltd., 
and Jim Baldwin, Imperial Tobac- 
co Sales Co. of Canada, v.p.s, and 
Marjorie Murdoch, D. W. Ogilvy & 
Co., secretary-treasurer. 


Leete & Co. Adds Two 

H. M. Leete & Co., San Francis- 
co, has been appointed to direct 
advertising for American Bag & 


| Union Hide Co., Oakland. A trade 


magazine campaign is in progress 
and direct mail is planned. Romley 
& Co., Oakland, has named the 
agency to direct advertising for the 
E. A. Wright brand of jams, jellies 
and preserves. 


Chilcoat Promoted to S. M. 


H. E. Chilcoat has been promoted 
from assistant general sales man- 
ager to general sales manager of 
Townsend Co., New Brighton, Pa., 
maker of rivets, screws and special 
nails. He succeeds Joseph S. 
Thompson, who has been advanced 
to the new post of v.p., where he 
will have the responsibility of 
maintaining contacts with custom- 
ers, prospects and with industrial, 
trade and professional groups. 


Vick Knight Gets Three 

Vick Knight Advertising, Holly- 
wood, has added three accounts: 
Cobblers Inc., Los Angeles maker 
of women’s casual shoes and bags; 
Hollywood State Bank, Hollywood, 
and Competyper Corp., division of 
Benson-Lehner Corp., Los Angeles, 
applied cybernetics and business 
machines organization. 


Appoints Brennan Agency 

The baroid sales division of Na- 
tional Lead Co., Houston, has 
named Brennan Advertising, Hous- 
ton, to direct its advertising. Dar- 
win H. Clark Co., Houston, handles 
the account at present. Brennan 
will take over the account in pro- 
gressive steps between July 1 and 
Dec. 31, while Clark continues to 
handle placement of scheduled 
space. 


Marshall Leaves CAAB 

Glenn Marshall Jr., general man- 
ager of WMBR-TV, Jacksonville 
CBS affiliate, has resigned as di- 
rector of District No. 4 of the Co- 
lumbia Affiliates Advisory Board 
in order to join the CBS-TV Affili- 
ates Advisory Board, which is in 
the first stages of organization. Mr. 
Marshall’s successor will be named 
soon. 


now means I WO great 
industrial markets 


... Now completely covered by ONE publication designed 
to serve both the refining and petrochemical fields 


Once chiefly the source of fuel for your car, petroleum now supplies the chemicals 


for everything from plastics to textiles, from detergents to soil restorers. 


In fact, you can hardly wake to a new day that does not find the booming petro- 


chemical industry bringing new comfort, convenience or economy into your life. 


Petroleum Processing is the magazine that has been fully alert to the progress of 


this youthful industry growing up within an industry. It has been edited on a dual 


basis, for those engaged in petroleum refining and for those pioneering in petrochemistry. 


Now, with its special monthly Petrochemical Processing Section, it serves this 


sensationally expanding field to a greater degree than any other single publication. 


As an advertiser in Petroleum Processing, you can reach this twofold market which, 


according to the U.S. Department of Commerce, exceeds all other industrial markets 


in dollar expenditures for plant expansion in 1952. You can have the attention 


of more than twelve thousand key men; the opportunity of selling this group slated 


to spend billions within the next few years. 


Write today for the current and complete list of petrochemical plants, yours 


without obligation. Start your salesmen calling. Back them up with an 


advertising schedule in the only magazine that can give you adequate coverage of 


both the refining and petrochemical fields. 


Petroleum Processing, 1213 West Third Street, Cleveland 13, Ohio. Offices in 
New York, Chicago, Philadelphia, Houston, San Francisco and Los Angeles 


Petroleum Processing 


A Platt Petroleum Publication 


FOR THE MEN WHO ARE MAKING MIRACLES WITH PETROLEUM 
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the new 


PETROCHEMICAL 
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‘Englander Campaign 
for Dealers Brings _ 


| 


40% Sales Increase 


Cuicaco, June 24—Englander Co. 
claims that a “record breaking 40% 
increase in sales for May, 1952, 
over May, 1951” is due to an ag- 
gressive selling and merchandising 


|campaign spearheaded by ° a 


tensive local newspaper program. 

The campaign which caused this 
sales increase—actually an_in- 
crease in “pre-sales” to dealers on 
the basis of promotion for the 
coming campaign—kicked off June 
8 with full pages in 81 newspapers. 

Ira M. Pink, president of the 
mattress company, pointed out 
that “in today’s market, the Ameri- 
can consumer is more value con- 
scious than he has been for many 
years,” and that he must be con- 
vinced he’s getting more than his 
dollar’s worth. 


s “Therefore, we have gotten to 
the most important level—the 
dealer-level—to put our value 
story across.” 

Mr. Pink went on to comment 
on the paradox of the present con- 
sumer reluctance to spend despite 
a greater capacity to buy. He 
termed this a “security psychosis” 
or “secure-recession” in which the 
consumer placed greater value on 
having money salted away than on 
possessing the “marginal—agd 
high-priced—niceties of life.” ~ 

This fact, Mr. Pink concludéd, 
presents a greater challenge to 
salesmanship in 1952 and 19532 

Leo Burnett Co. is the agencys 


Create Seattle PR Firm { 

Guy Williams and Jack Gordan, 
both formerly with Greater Seat 
Inc., have formed a publicity atid 
promotion company, Williams & 
Gordon, at 2419 Second Ave., Seaf- 
tle. Don Reed and Connie Jongs 
have joined ,the staff. 


Names E.C. Watkins & Co. — 


E. C. Watkins & Co., Detroit, |} 
been named to direct advertisi 
for Fabricon Products Inc., Ri 
Rouge, Mich., maker of waxed 
per bread wrappers, printed ce 
phane and other wrapping speci 
ties. 


— 


: 


Anne Larsen Joins Dreher } 
Anne B. Larsen, formerly w 
Press Release Inc., has joined Mo 
roe F. Dreher Inc., New York age 
cy, as public relations director. 


Switch to the 
EASIEST of all fixatifs to use 


Acrylic 
Spray 
Just press 
a button — 
spray it on! 


Krylon covers faster and better than 
| old-fashioned fixatifs. But Krylon does 
more than fix. It adds sparkle and lus- 
ter to layouts, charcoals, photographs 
and retouchings, charts, repro proofs 
It goes on clear and stays clear! Easily 
removed with eraser to permit correc- 
tions. Dries in three minutes, Get 
it at art supply stores. Krylon, Inc., 
2601 N. Broad St., Phila. 32, Pa. 
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[me © © © © © CURRENT RATES WILL APPLY 
for October, November and December issues. 
Make Your Reservations Now for the BIG October 
March-of-Progress issue, the exciting, 
thrilling record of twenty-five years of progress — 
and a challenging look at your stake in the future. 
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To GET THE BIG DOLLARS, you've got to go 
where the big volume is—and only Progressive 
Grocer is big enough in every way to deliver 
you the Big Volume Retailers of the Big Food 
Industry. 


Want to sell SUPER MARKETS? Sure you do! 
Because Super Markets do 39.8% of the total national 
food business. That’s why Progressive Grocer — now 
bigger than ever — the Big Book in the Food Industry 
— gives you Big coverage in Super Markets. 


Want to sell CHAINS? Sure you do! Because the 
big 3 and half a hundred other chains do 38.1% of 
the food business. That’s why Progressive Grocer — 
the Big Book in the Food Industry — gives you Big 
coverage in the chains. 


Want to sell SUPERETTES? Sure you do! Because | 
the key superettes do 36.1% of the food volume. 
That’s why Progressive Grocer — the Big Book in” 
the Food Industry — gives you Big coverage with 
superettes. ' 


Pe ae 


ONLY procressive GROCER 
IS BIG ENOUGH IN EVERY WAY J 
TO COVER THE BIG FOOD INDUSTRY 


You'll want to spend your dollars where the big 
dollars are — in the 23% of the nation’s food stores 
that do 75% of the national business. And only in 
Progressive Grocer will you find coverage big enough 
in every way to deliver these Big Volume Retailers. 
Progressive Grocer alone gives these big markets s 
the kind of volume-building, profit-making informa- — H 
tion they need. ; 
First to serve the industry, first to show the in- 
dustry new and better ways to sell, first to report 
significant changes in mass retailing techniques — 
Progressive Grocer has earned its right to be first with 
the leaders of mass food selling. 
We repeat, only Progressive Grocer is big enough 
in every way to deliver you the Big Volume Retailers 
of the Big Food Industry. 


See On OS ae 


gressive Groeer 
,.. (Joes bigger than ever ! 
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Perfex Corp. Names Agency 

Perfex Corp., Milwcukee maker 
of automatic temperature controls, 
industrial engine radiators and 
color process printing, has ap- 
pointed Ervin R. Abramson Ad- 
vertising, Milwaukee, to handle 
advertising for all three divisions. 
Previously, the account was di- 
rected by Howard H. Monk & As- 
sociates, Rockford, III. 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for cver 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


Gets Four Brazil Clients 


McCann-Erickson has added four 
new clients to its Brazilian of- 
fices. The Rio de Janeiro office is 
handling Cia. Radio Telegrafica 
Brasileira, RCA affiliate; Empressa 
Grafica’s O Cruzeiro, a leading 
magazine, and D’Olne & Cia., 
worsted manufacturer. Fontol, an 
analgesic preduced by Laboratories 
Fontoura of Sao Paulo, is being 
serviced by the Sao Paulo office. 


Goshen Appoints Williams 

David E. Williams, formerly as- 
sistant sales manager of the fur- 
niture and toy division of Hettrick 
Mfg. Co., Toledo, has been named 
assistant sales manager of Goshen 
Rubber Co., Gosher,, Ind., maker 
of rubber specialties. 


TELL YOUR STORY IN 


The only business poper beamed 


on the conservative church leader. 


TO REACH THE FASTEST GROWING CHURCH GROUP 
Christian 


CHRISTIAN LIFE, 434 South Wabash, Chicago 5 


Circulation, 59,763 


78% to church 
officers 


20% to pastors 


Lite 


Direct Mailers Elect 


Otto F. Meyer, direct mail man- 
ager of the Wall Street Journal, 
has been reelected president of the 
Mail Advertising Club in New 
York. Other officers elected are 
Wilfrid S. Rowe, National Assn. 
of Manufacturers, reelected v.p.; 
Florence Solomon, Topics Publish- 
ing Co., secretary; Allan Rock, 
Rock Advertising, reelected treas- 
urer, and Elsie Ernst, Barron’s Na- 
tional Weekly, financial secretary. 


Chrysler Promotes Galer 

C. N. Galer, executive regional 
manager of Chryshker export di- 
vision, has been promoted to sales 
manager of the export division of 
Chrysler Corp., Detroit. He suc- 
ceeds Philip K. Hills, who has been 
promoted to v.p. and general sales 
manager of the division. 


Promotes Howard Oliphant 


Howard A. Oliphant, sales man- 
ager for ranges since last Septem- 
ber, has been promoted to market- 
ing manager for the range and 
water heater department of Gen- 
eral Electric Co., Louisville. 


Trendex TV Study 
Shows Percentage 


Drop in Viewing 


New York, June 24—The in- 
creasing slide in attention to tele- 
vision was mirrored last week in 
a report by Trendex Inc. showing 
a decrease in percentage of fam- 
ilies with sets turned on during 
an average evening. 

Here’s how the research service 
sizes up the trend (figures repre- 
sent average sets-in-use from 8 to 
11 p.m., New York time): 


Month (%) 
December, 1950 . 60.0 
June, 1951 51.8 
December, 1951 55.0 
June, 1952 44.5 

These figures cover the first 


week of viewing each month in 10 
multi-station TV markets: New 
York, Chicago, Philadelphia, 
Washington, Cleveland, Cincin- 
nati, Detroit, Baltimore, Columbus 
and Atlanta. Trendex commented 
that the first week of June this 
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BUYI 


TO FARM 


NG 


| =| — For This Year In 
_ WASHINGTON, OREGON, IDAHO AND UTAH 


1952 SURVEY COMPARES BUYING 
INTENTIONS WITH ACTUAL BUYING 


Are you in line for your full share of sales this year from the prosperous 
farm residents of Washington, Oregon, Idaho and Utah who earned $1.30 


Advertising Age, June 30, 1952 


year was hotter than the first week 
of June, 1951, in most of these 
cities, which may be one of the 
reasons for the drop. 


@ Probably an important qualifi- 
cation to these figures is that while 
the percentages of viewing may be 
going down, the actual number of 
viewers is going up, as additional 
TV homes are added. 

Figures from NBC show that an 
estimated 17,600,000 TV sets were 
available as of June, 1952. That’s a 
2,000,000 gain from Dec. 1, 1951. 
Comparable figures for June, 1951, 
and December, 1950, are 12,769,300 
and 9,845,300. 

Thus the audience total 
tually may have increased. 

These figures partially confirm 
earlier findings by Videodex, 
which showed that the average TV 
sets-in-use for the first quarter of 
1952, compared with the first three 
months of 1951, was down sub- 


ac- 


stantially: 
Evenings 
Mon.-Fri. Sat. Sun 
1952 40.5 44.6 43 
1951 46.8 49.2 47.4 
Change —13.5% —94% 6.6% 
@ Daily and Sunday afternoons 


also were off, but Saturday showed 
a six-tenths of one per cent in- 
crease. Mornings showed gains 
daily and Saturday, but a 2.6% 
decline on Sundays. 

In the accompanying table, 
based on Publishers Information 
Bureau figures, another TV para- 
dox is beginning to emerge. Al- 
though network television billings 
are mounting steadily, their rate 
of increase has slowed consider- 
ably. Network hours are lower 
than they were during the same 
period in 1951. 

Station hours (a figure compiled 
by measuring the number of sta- 
tions carrying the network tele- 


For three years in succession the Form 
Qued research department has checked with 
farm residents cooperating in its annual con- 
sumer buying intentions survey to determine 
just how accurate farm buying intentions ore. 
The results of the check—reported in the 
1952 edition of “What's Being Bought’ — 
reveal that in 1949, 1950 and 1951 farm 
residents of the rich Pacific Northwest farm 
market actually bought more than their buy- 
ing intentions indicated they would buy. 
That's right—bought more. 


last year to every dollar earned by the average U. S. farmer? 


The Pacific Northwest Farm Quad’s 1952 consumer survey will give 
you the facts you need to make more sales in its rich, four-state farm 
market. This 29th edition of the oldest consecutive consumer survey in 
the country will tell you what farmers plan to buy this year—covers buying 
intentions and brands for 148 products ranging from farm equipment to 
foods. A special section compares buying intentions with actual buying 
for three years—1949, 1950 and 1951. 


Here's a big study, packed with timely, helpful information you can 
use as a real guide to selling the high-profit, big-buying farm market of 
Washington, Oregon, Idaho and Utah. It’s yours for the writing, or, if 
more convenient, ask your nearest Western Associated farm paper repre- 
sentative to secure a copy for you. 


ADVERTISING REPRESENTATIVES 
Western Associated Farm Papers, Chicago, New York, San Francisco 
GENERAL OFFICES: Spokane, Washington 


|casts) are up, testifying to im- 
proved clearance. 
Gross 
Network 
Billings Network Station 
(000) Hours Hours 
1949 
Jan. $ 423.3 118.8 1,202.1 
Feb. 579.0 137.5 1,745.4 
March TI5.4 164.6 2,319.8 
April 779.7 155.1 2,455.8 
May 897.2 165.3 2,535.1 
June 776.4 128.3 2,166.2 
July 625.6 102.8 1,623.8 
Aug 629.8 100.8 1,838.1 
Sept 989.1 1452 2,470.3 
Oct. 1,825.3 239.5 4,801.3 
Nov 2,052.7 260.6 5,394.1 
Dec. 1,921.2 232.8 5,109.4 
1950* 
Jan. 1,889.6 209.4 5,020.8 
Feb. 1,733.6 185.3 4,643.5 
March 2,176.8 230.0 5,848.3 
April 2,393.1 234.8 6,412.3 
May 2,954.8 241.8 6,555.8 
June 2,820.7 237.0 6,328.4 
July 1,533.1 127.5 3,508.1 
Aug 1,862.2 150.8 4,180.3 
Sept 3,502.7 254.3 7,488.6 
Oct. 6,407.7 441.1 13,604.2 
Nov 6,495.2 427.6 13,513.9 
Dec. 6,842.4 432.2 14,210.3 
1951 
Jan 8,552.6 507.5 16,007.0 
Feb. 8,210.6 472.4 15,226.1 
March 9,645.2 608.6 17,781.8 
April 9,671.5 539.9 17,190.5 
May 10,021.1 543.9 17,765.0 
June 9,147.1 484.2 15,973.5 
July 8,909.1 383.0 12,575.8 
Aug 9,302.1 412.3 13,124.5 
Sept. 11,925.5 520.0 16,924.8 
Oct. 14,457.6 585.5 20,958.5 
Nov 13,900.0 571.6 19,812.0 
Dec. 14,247.1 568.5 20,019.8 
1952 
Jan 15,071.6 503.7 18,632.3 
Feb 14,813.6 484.7 17,559.0 
March 15,787.3 503.7 18,442.7 
April 15,014.1 463.0 17.436.6 


*None of the figures for 1950 include Du- 


Mont 


Standard Outdoor Reelects 
Donnelly, James and Zimmer 


Edward C. Donnelly Jr., presi- 
dent of John Donnelly & Sons, Bos- 


THE BILLION DOLLAR Yoh 


STATE OFFICES: Seattle, Portland, Boise, Salt Lake City 


') Ad 


FARM QUAD MARKET 


f 
é 


MUAY, 


PACIFIC NORTHWEST FARM TRIO WITH UTAH FARMER ADDED 


ton, has been reelected president 
of Standard Outdoor Advertising, 
New York national industry-pro- 
motion group. Parker James was 
reelected executive v.p. and secre- 
tary and J. A. Zimmer, president 
of Central Outdoor Advertising 
Co., Cleveland, was renamed treas- 
urer. 

Two new directors elected are 
Leonard Dreyfuss, president of 
United Advertising Corp., New- 


ark, and Harry Packer, president 
of Harry H. Packer Co., Salt Lake 
City. 
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love 


politicians”’ 


Ray Henle has a long, sincere and 
requited affection for the 

political genus. It goes back to 

his first years in Washington and 
one of his first big political 
stories—when President Coolidge 
chose not to run. In the interven- 
ing years, Henle has covered every 
convention and traveled extensively 
with each president as well as 
candidates Landon, Willkie 

and Dewey. 


As editor-in-chief of THREE STAR 
EXTRA, his understanding of and 


continuing interest in politic.ans 
stands him in good stead. 


With Albert Warner as expert on 
international affairs, Ned Brooks 
covering domestic news, and Henle 
on the Washington beat, the Sun Oil 
Company’s THREE STAR EXTRA 
presents nightly the interpreta- 
tions of three experts—each work- 
ing in his special field. 


Credit NBC with another unique 
format for broadcasting news, 
and credit NBC for having such 


Photograph by RALPH STEINER 


eminently able newsmen as Henle, 
Warner and Brooks. 


It’s not easy to hold news leadership 
in both radio and television as 

NBC consistently does. It has to 

be done the hard way—by having 

a larger, more distinguished news 
force and by broadcasting more hours 
of news every week. That's why 

most people hear the news first and 
hear more of it from NBC. 


NBC radio and television 


a service of Radio Corporation of America 
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WCFL Appoints Five Chicago t.f. Club Elects 


WCFL, Chicago, has made five Arthur L. Rice Jr., Technical 
appointments. Martin McGeehan, Publishing Co., has been elected 
formerly midwestern manager of president of the t. f. Club of Chi- 
Liberty Broadcasting System, has cago. Other officers elected are 
been named sales manager and J. H. Robison, Penton Publishing 
White Sox network manager. Ed- Co., Ist v.p.; William S. Wade, 

- ward Wiebe, who recently resigned Traffic Service Corp., 2nd v.p., and 
rie his partnership in Dickson & L. R. Gurley, Modern Railroads, h 
me Wiebe, Chicago agency, has been secretary-treasurer 
% appointed sales nee —- 
ager. Fred Herendeen, formerly 
; ~ account executive with George Elects Frank McAvoy 
ee H. Hartman Co., Chicago agency, Frank McAvoy, manager of the 
; has been named public relations wholesale department of the 
or director. Tom Haviland. formerly Greater Boston Chamber of Com- 
ng president of his own Studebaker merce, has been appointed execu- 
oy sales organization, and George tive secretary of the Sales Man- 
Drase, previously with William R. agers Club of Boston, succeeding 
Stewart, publishers’ representative, Dan Chamberlin, who has been 
"te have been named account execu- named director of the Chamber of 
Commerce of Corpus Christi. 
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| MORE ELKS.... {ivi 


MORE READERS... “XO 
_ofaes 


i MORE BUYERS... 
; _- W In 1942 The Elks Magazine had 
oe w r. yp 499,085 subscribers. 

r MALT Today that audience has more than 


oOo doubled . . . a growth 85% faster 
q than U.S. population. 


And one million-plus Elks buy 
more than most readers because 
their incomes are double the 


aa ° ” 
4 ; national median. 
: 
? 
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MAGAZINE 
New York + Chicago * Detroit > Los Angeles 


COAST to Coasy 
in nid ‘cities 


7’ TAXIPOSTERS! 


Motorists, Bus Riders, 
Pedestrians . . . 23” x 38” colorful, 
weatherproof card displays 


always riding at eye-level. 

Low cost circulation; each TAXIPOSTER 
travels 5 to 7 miles for one penny. 

Write for rates and availabilities. | 


The Outdoor Aduertising Easiest te See 


WHALEY TAXIPOSTERS 


WILLIAM ‘E. WHALEY COMPANY | 
136 So. Fourth Ave. _ Louisville 2, Kentucky | 


Survey Shows How 
Companies Feel 
About Wage Rules 


New York, June 25—In two out 
three companies, executives 
ave not fared badly under salary 


of 


stabilization, but very few com- 
panies are pleased with salary 
regulations. 


These are the principal conclu- 
sions resulting from a survey of 
121 manufacturing companies con- 
ducted by the National Industrial 
Conference Board. 

Other findings turned up by the 
survey are the following: 

1. Many executives feel that the 
real difficulties presented by the! 
regulations “appear to be ahead of | 
Ss. 


c 


| 
| | 
|@ 2. In the one-third of the com- | 
panies where executives are faring | 
poorly, the principal reason is that 
|“the program presently lacks suf- 
ficient flexibility.” Merit and cost) 
of living increases generally can- 
not match the increased responsi- 
bilities of executives. 

3. A majority of all companies 
have some doubts about stabiliza- 
tion. 

4. Only one out of six companies 
would eliminate salary controls. 
The others feel that business must 
learn to live with them. But they 
want procedures speeded up and 
simplified. 

5. Because of the sharp inroads 
| made on executives’ compensation 
in recent years, many companies 
have instituted plans which pro- 
vide for bonuses, profit sharing, 
pensions, stock purchases, stock 
options and liberalized insurance 
agreements. In addition, expense 
accounts are more liberal. 


Scott Paper Promotes Eight 
Scott Paper Co. has made the 
following promotions in its distri- 
bution organization: Paul Brown, 
southern divisional retail sales 
manager, and Fred L. Witt, as- 
sistant ad manager, will become 
assistants to the v.p. in charge of 
distribution. J. D. Bowden, for- 
merly assistant to the distribution 
v.p., becomes retail divisional sales 
manager in Seattle. B. J. Horn is 
shifted from Dallas to the new 
Houston retail sales division. H. M. 
Jones leaves the Chester, Pa., office 
to take over at Dallas. J. E. Stone, 
Boston district sales manager, takes 
over at the company’s new Char- 
lotte, N.C., office. V. O. Tessier 
moves to take over the Detroit of- 
fice and P. B. Underkofler, now in 
Detroit, goes to Atlanta. 


Starts Regional Campaign 
J. E. Ceazan Co., Los Angeles 
distributor of Dayton tires, is 
launching an intensive campaign— 
via Factor-Breyer, Los Angeles— 
in southern California. Represent- 
ing a seasonal expenditure of over 
$100,000, the campaign will use 
television, radio, newspapers and 
24-sheet posters. A full hour daily 
of the Bill Leyden show over 
KFWB, Los Angeles, has been 
signed as well as broadcasts over 
KMPC, Los Angeles, of the Los 
Angeles Angels Sunday games. 


Cincinnati Admen Elect 
Edward Hodgetts, sales promo- 
tion manager of the Cincinnati 
Gas & Electric Co., has been elected 
president of the Advertisers’ Club 
of Cincinnati. Other officers elected 
are Harry Ewry, sales manager of 
J. W. Ford Co., v.p.; Sam Rogoff, 
president of, Cincinnati Advertising 
Pencil Co., secretary, and Leonard 
Dahlman, sales manager, Advertis- 
ers Engraving Co., treasurer. 


Names William Pettinger 

William B. Pettinger, formerly 
an account executive with Roy D. 
Zeff & Associates, Chicago, has 
joined Armstrong Advertising, 
Chicago. 


‘Diplomat’ Opens N.Y. Office 
Diplomat, fortnightly interna- 
tional pictorial review, has opened 
an office in New York at 130 W. 
42nd St. | 


Advertising Age, June 30, 1952 


Getting Personal 


Walter Freed, formerly of John W. Cullen Co., Chicago, hit the 
jackpot the day he started with Scolaro, Meeker & Scott. His young 
son cut his first tooth, he received a degree from Northwestern Uni- 
versity’s school of com- 
merce, and a well-wish- 
er sent him a deed to 
some California real es- 
tate—all on the same 
day. Walt had visions of 
a cliff overlooking the 
ocean but found that the 
“real estate” was located 
in the middle of the Mo- 
jave Desert... 

Lawrence A. Appley, 
president of the Ameri- 
can Management Assn., 
received an award of 
merit from the New 
York Personnel Manage- 
ment Assn. recently in 
recognition of his serv- 
ices in the field of per- 
sonnel relations. ..Ben- 
ton & Bowles publicity 
man Larry Lowenstein 
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DRAKES AND FRIEND—George F. Drake, who 
left the Chicago agency treadmill for Colorado 


ranch life, is shown here with his wife and one 
of the youngsters of the spring flock. The Drakes 
have opened the Painted Post guest ranch on 
their “upper place’—P.O. Box 15, Red Feather 


Lokes, Colo. is keeping busy these 
days taking tap dance 
lessons. . . 


Leslie P. Guest, manager of the direct mail department of Alfred 
Allen Watts Co., New York business forms printer, is the new na- 
tional president of the Society of American Magicians. Before en- 
tering the printing field he spent seven years as a professional 
magician, and still gives magic shows—but just as a hobby. .. 

This year marks the 25th anniversary in radio for John W. Haley, 
ad manager since 1933 of Narragansett Brewing Co., Cranston, R. I. 
Known as the “Rhode Island Historian,” Mr. Haley wrote, produced 
and was featured in this radio program, sponsored continuously 
from 1927 through 1949 by the Providence Institution for Savings. .. 

On June 9, Anne Nelson, administrative assistant director of busi- 
ness affairs for CBS Radio in Hollywood, became the mother of a 
baby girl. The baby’s father, Harmon Nelson, is with the Los An- 
geles office of Kenyon & Eckhardt... 


SCHOOL DAYS— Twenty-five years after graduating from Phillips Exeter Academy, 

this advertising trio returned for a reunion. Left to right are Charles O. Terwilliger, 

True Story Women’s Group; Exeter Prof. F. R. Whitman; H. Dell Everett, director of 
marketing research, Ford Motor Co., and F. W. Chase, Florida Citrus Commission. 


There are two new extra curricular jobs for Colin M. Selph, 
president of the Santa Barbara Broadcasting & Television Corp. 
He’s been elected to the board of the Santa Barbara Better Busi- 
ness Bureau and chairman of the executive committee of the Santa 
Barbara Golfers’ Assn... 

Leaders in advertising, graphic arts, radio and TV honored ex- 
adman, now Senator William Benton on June 19 with a dinner at 
the Hotel Pierre on behalf of the Joint Defense Appeal. .. Air minded 
Howard Monk, head of Howard H. Monk & Associates, Rockford, 
Ill., agency, accomplished a European business trip in three weeks, 
thanks to Panam, Boeing, etc. He and Mrs. Monk wound up in Chi- 
cago via American Airlines, and promptly boarded the “Monk Air- 
lines” Bonanza for the final leg—Chicago to Rockford. .. 

Copyman Frank Denman, now working on special assignments 
out of his Hillsdale, N. Y., farm, is the author of “Television, the 
Magic Window,” written for youngsters and published by The Mac- 
millan Co. “It is so clear even an adult can understand it,” says the 
publisher. .. Bob Tuttle, traffic manager for WKY, Oklahoma City, 
got to the hospital just 33 minutes before his wife presented him 
with a baby boy, Robert L. Tuttle Jr... Wallace B. Plummer, man- 
ager of McCann-Erickson’s office at Montevideo, has been reelec- 
ted president of the Uruguayan Assn. of Advertising Agencies. . . 

Mrs. Alice V. Clements, president of The Clements Co., Philadel- 
phia, took care of the cake-cutting duties at a party celebrating the 
agency’s 25th anniversary. Souvenirs for the guests were silver dol- 
mes. «.< 

Dean Snow, account executive at McCann-Erickson, won the 
agency cup for low gross at the Chicago Dotted Line Club’s 15th an- 
nual golf tournament. This is the first year an agency championship 
cup has been featured by the Dotted Liners. . . 
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MIRACLE OR TRICK? 
““ 


amcmica 5 Comract! Cans 


Pingase fly Me dewe 


RIP - 
ROARING 


The profitable man market has grown by leaps 
and bounds to a 9-million circulation, almost 
four times the newsweekly field, already 60% 
of the circulation size of the women’s service 
magazine market. Right up front among men’s 
magazines is rip-roaring, ‘‘million-two” 
ARGOSY, sinking its teeth into an ever larger 
hunk of this man market—up 426% in 5 years. 
To move merchandise . . . move ahead with 
ARGOSY, up 72% in ad revenue last year, 
51 new customers in the book so far this year. 


L. D. Farnath, VP in chg. of Media Dept. N. W. Ayer 
& Son, Inc. says, “I think the new ARGOSY film empha- 
sizing the importance of the male market is long over- 
due. It is quite informative and deserves widespread 
distribution among advertisers and agencies alike.” 
You'll find the ARGOSY film briefed in a new booklet, 
“Circulation Trends and the Man Market.” Write for 
your copy—ARGOSY, 205 E. 42nd St., New York 17, 
N. Y. of 333 N. Michigan Ave., Chicago 1, Illinois. 
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Take 
this issue, 
for example: 


These are the advertisers in a 
recent issue. Some are using their 
first page...others their 6th, 18th, 
24th, or 69th. 


Take this year, for example: por the frst six months of 
1952 Quick advertising is up 40 pages — 25% — over the same period last year. 
More advertising pages — and more dollars — are already scheduled for Quick 
during 1952 than the totals for the entire year 1951! 


More advertisers are using more pages in Quick...and for good reasons like these — 


® High visibility for advertising...every 
ad a full page. 


@ Lowest cost-per- page- per- thousand 
of all major weeklies. 


@ An atmosphere of urgency... stem- 
ming from its news content and 


dynamic reporting style. 
® Growing circulation ... now 1,270,000. 


@ Responsive readers ... younger than 
those of mass weeklies ... and with 
higher incomes and more education. 


Phone, wire or write for the complete 
Quick story. 
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1952 EDITION OF THE 


STORY OF BAYONNE 4 (jo0d Year for 


SEE WHY.... 


it “BAYONNE CANNOT BE SOLD 

| FROM THE OUTSIDE” 

THE BAYONNE TIMES (fessional conference of sales execu-| need for “short-reading” 
BAYONNE, NEW JERSEY 


industry. 
M 


greatest concern over new competi- 
tion growing from unbalanced 
wage scales regionally and from 


Printing Houses 


But Coste Still Rise; 
PIA Members Discuss 
| Their Sales Problems 


Cuicaco, June 24—The printing 
| industry looks forward to a good 
| year in 1952 with dollar volume} most of those questioned found the 
equaling that of 1951, but this | threat limited, and some even saw 

is dimmed by advantages from it. 


bright prospect 
threats of rising costs and wages, One printer thought 


over rising costs which might re- 
duce dollar volume. Of these three, 
television seemed the least to wor- 
ry about. 


® While there was general agree- 
ment that television was too new 
for them to form any conclusions, 


television 


war and increased government) was increasing demand for “cer- 
control. jtain types of printing” such as 
H. R. Kibler, assistant to the} pamphlets, booklets, etc. Another 


president of W. F. Hall Printing} said the time television cut out of 
Co., Chicago, opened the first pro-| people’s leisure was creating a 
periodi- 
tives of the Printing Industry of | cals, like Quick. 


America yesterday with these find-| Some industry executives 


ings from a survey he made in the 
r. Kibler told the printing ex- 


ecutives at the two-day conclave 
that leaders in the industry voiced 


the growth of television and also 


thought television had too many 
“weaknesses” to be a_ serious 
threat. It’s not directed to a speci- 
fic audience, they said, doesn’t 
leave a lasting impression and is 
too expensive. Instead of a threat, 
they found it a supplement to 
other media and did not believe it 
would force them out of the field 


® One publisher pointed out that 
television affects farm and _ busi- 
ness publications less than gener- 


'al magazines. 


However, the unfair competitive 
situation arising from unbalanced 
wage scales between regions, and 
the rising costs in paper, had the 
printers most worried. 

One printer felt that the in- 
creasing costs could not be passed 
on to the buyer. He thought there 
was a danger that printers could 
price themselves out of business. 

A publisher expressing concern 
over the rising costs said adver- 
tisers had assumed an attitude of 
shopping around for better prices 
and would not accept increases in 
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“Have you considered using Kimberly-Clark coated papers?” 


a 
; CROCKETT 
e. J 
P JOHNIJON 
¥ 
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73 1 


Kimberly-Clark Enamels and Coated Printing Papers add 
crisp freshness and sparkling new eye-appeal to reports, adver- 
tising pieces, brochures and house organs—often at remarkable 
savings in cost. Today —ask your buyer or printer to see new 
Hifect” Enamel. Trufect*, Lithofect* Offset Enamel and 
Multifect*— and compare them with the paper he ts now using. 


KIMBERLY- CLARK CORPORATION, NEENAH, WISCONSIN 
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the cost of space. More likely, they 
would reduce the amount of space 
they used. 


# Government interference also 
troubled the industry. One mem- 
ber felt that, if President Truman 
could seize an industry, he might 
go so far as to limit advertising— 
say, by 30%—if he felt it was be- 
ing used excessively. 

Several trends noted, according 
to Mr. Kibler, were increases in 
the number of magazines being 
printed, greater use of color, spe- 
cialization in product rather than 
in process and fewer high caliber 
young people entering the trade. 

Product specialization was felt 
to be a good thing and a possible 
approach to reducing some of the 
rising costs. 

PIA at present is planning a 
study to determine ways to attract 
youth to the industry who at pres- 
ent are going into other fields, like 
electronics and aircraft. 


8 At the first day’s luncheon Ralph 
.L. Lewis, assistant managing edi- 
tor of Fortune, counseled the sales 
executives to concentrate on doing 
a good selling job in the future. 

The American economy might 
very well depend on the kind of 
job they did, he said. 

“Defense purchases are going to 
decrease soon,” he pointed out, 
“and as a consequence consumer 
production capacity will be great- 
er. If you can sell that increased 
capacity, this country will embark 
upon its greatest period of pros- 
perity to date. If you don’t, the 
economy of the country may suf- 


fer.” 
Mr. Lewis placed part of the 
blame for the present consumer 


trend to save rather than buy on 
| improper sales methods. 


® Drawing upon research being 
conducted for a year-long series of 
articles on selling in Fortune, he 
said that most of the causes for 
the present consumer resistance to 
buying are unknown to econo- 
mists, but at least one point is 
| clear: People buy when they are 
properly sold, and they will not 


buy when they are improperly 
sold. 
Despite the fact that incomes 


are up 140% today over 1940, the 
consumer is saving about 10% of 
his income as (1) a source of se- 
curity and (2) because, remem- 
| bering what prices used to be, he 
feels that today’s prices are dis- 
proportionate and is waiting for 
them to come down. 

Mr. Lewis said that sales man- 
|} agers must become key figures in 
management as they were before 
the war and that they must pre- 
pare to handle this responsibility. 


@ To meet this challenge, he sug- 
gested the sales executives begin 
to train salesmen to do the job. 
One important facet of selling is 
to work close to the salesmen and 
to understand their problems, pro- 
fessional and personal. 

He suggested the printing indus- 
try could improve its present sta- 
tus, especially in regard to crea- 
tive selling. 

“One mistake the industry made 
way back, was to let the creative 
side get out of its hands, so that 
today it is bidding for creative 
work already prepared by agen- 
cies and advertisers,” he asserted. 

While he did not counsel the 
printers to compete with agencies 
or become promoters, he pointed 
| out that, without pretending to be 
authorities, they could give the 
| customer the feeling they are on 

his side by offering suggestions to 
help in his selling and in uses of 
| direct mail, color, paper, etc. 

“IT want you to understand that 

I am on your team,” he said. “We 

are all threatened by the impact 

of television, and it is essential 
|that we concentrate on the im- 

portance of the printed word, or 
| we will all be in trouble.” 
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Emerson Sets Aside 
$100,000 Grant for 
Educational Video 


New York, June 24—Emerson | 


Radio & Phonograph Corp. this 
week set up a $100,000 grant to 
speed the advent of educational TV 
stations. 

Benjamin Abrams, president of 
the company, announced that $10,- 
000 would be given to each of the 
first 10 universities or other or- 
ganizations to set up educational, 
non-commercial TV stations. 

He said he would seek tg, enlist 
the support of the video manufac- 
turing industry in creating a $5,- 
000,000 fund to aid educational 
telecasting. 

“There is an opportunity for the 
industry to open up a vast new 
market for sales to schools, which 
today have more than 1,000,000 
elementary and secondary class- 
rooms. Another unrealized market 
is to be found in the people who 
would like a wider choice of pro- 
gramming... 


s.“In many communities educa- 
tional stations may be the only 
ones built since smaller communi- 
ties may be unable to support local 
commercial stations,” Mr. Abrams 
continued. “Educational stations 
can be first on the air in many 
large communities, too, where in- 
tense competition and the necessity 
for long hearings before the Fed- 
eral Communications Commission 
may delay the establishment of 
commercial stations for years. 

“These stations would also be of 
benefit to the industry by helping 
to open the new, ultra high fre- 
quency portion of the spectrum to 
full operation,” he added. 

Mr. Abrams said that no appli- 
cations for educational stations 
have been filed with the FCC yet 
but several are expected soon. 


Join in Ad Research Survey 

Four member stations of the Ra- 
dio Broadcast Management Council 
of Rochester, N. Y., are participat- 
ing in Advertising Research Bu- 
reau surveys. The stations are 
WARC, WHAM, WRNY and 
WVET, which are sponsoring the 
four consecutive surveys. The 
stores being tested are Projansky 
Inc.; Sears, Roebuck & Co.; E. W. 
Edwards & Son, and McFarlin 
Clothing Co. 


CAAB Appoints Mitchell 


L. Spencer Mitchell, general 
manager of WDAE, Tampa CBS 
affiliate, has been elected director 
of District 4 of the Columbia 
Affiliates Advisory Board to fill 
out the unexpired term of Glenn 
Marshall Jr., who resigned to join 
the CBS-TV Affiliates Advisory 
Board, now being formed. 


Autocar Promotes Delaney 


Thomas J. Delaney, supervisor 
of manufacturing research, has 
been promoted to public relations 
director of Autocar Co., Ardmore, 
Pa., maker of heavy-duty trucks. 
He succeeds Robert F. Wood, re- 
tired. 


2,000,000 omoteur artists in the 

U.S. Ad 

TELL them... .in this best-selling 

ort mogozine. 

AMERICAN ARTIST magozine 

reoches more than 250,000 read 

ers—a $40,000,000 closs market 

—every month. 

AMERICAN ARTIST founded the 

Amateur Artists Associction of 
Ng, America—the rallying point for 
Of omoteur ortists 

AMERICAN ARTIST hos the lorges! 
/ art magazine circulation. 
Write or phone for sample 


copy and detarls 


american artist 4 40" 8 New von 


cong 4.2876 


IN DETROIT... 


Business Means THE NEWS! 


Picking the Number One newspaper in the Detroit 
market is simply a matter of checking media records. 
Whether you compare total linage, or take the break-down 
of individual classifications, THE NEWS is first in practi- 
cally everything. The reason is obvious. 


THE NEWS packs 96% of its sales-punching power into 
the 6-county trading area. Here, more than 1,450,000 
workers, who earn the highest family income of America’s 
major markets, spend 55% of Michigan’s total retail sales. 


In Michigan, Detroit does the business. In Detroit, busi- 
ness means THE NEWS. 


Among Detroit’s three newspapers 


THE DETROIT NEWS is— 

FIRST IN RETAIL ADVERTISING 

FIRST IN GENERAL ADVERTISING 
FIRST IN CLASSIFIED ADVERTISING 
FIRST IN AUTOMOTIVE ADVERTISING 
FIRST IN GROCERY ADVERTISING 
FIRST IN DEP'T STORE ADVERTISING 
FIRST IN TOTAL ADVERTISING 


highest Sunday circulation 
in Detroit News’ history 


rrr ‘The Detroit News 


A. 8. C. figures for 6-month 


period ending March 31, 1952 


Eastern Offices: 110 E. 42nd St., New York 17—ynder management of A. H. KUCH 


owners and operators of radio stations WWJ, WWJ-FM, WWI-TV 


Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 
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announces: 


THE MOST COMPREHENSIVE MAGAZINE 
f, AUDIENCE STUDY EVER CONDUCTED 


Provides advertisers and agencies with a wealth 
of new data that can make advertising dollars 
work harder in today’s competitive market 


ROSSLEY, INC., noted research organization, has 
just completed an exhaustive national study of maga- 
zine audiences under the sponsorship of Look. 


It is the first nation-wide study to provide comparative 
data on nine major magazines... Loox, Life, Post, 
Collier’s, Ladies’ Home Journal, Woman’s Home Com- 
panion, McCall’s, Good Housekeeping, Better Homes 
& Gardens. 


These nine magazines in the first quarter of 1952 had 
combined circulations averaging more than 35 million 
copies per issue. Last year, they accounted for 55 per 
cent of all advertising dollars invested in magazines. 


The new study measures not only the total audiences of 
these magazines, but also the characteristics of each mag- 
azine’s audience by a great variety of factors such as age, 
sex, education, occupation, income, ownership of homes, 
cars, appliances, etc. 


And, in addition, it measures the number of different in- 
dividuals reached by any combination of two or more of the 
nine major magazines. 


Thus it provides advertisers with the most compre- 
hensive and impressive magazine audience data ever re- 
ported. 


Meets long-felt need 
of advertisers 


Advertisers and advertising agencies have for years recognizea 
the need for an audience study of this scope. 


Such organizations as the Association of National Ad- 
vertisers and the Advertising Research Foundation have long 
sought ways of securing this kind of data for a large number 
of magazines. 

The new study, conducted at a cost of more than $150,000, 
represents a major step toward the achievement of this goal. 


Based on six years of 
audience research 


The research methods used in the new study are the result 
of experience and experimentation conducted over a period of 
six years. 

The sampling and interviewing techniques were refinements 
of basic methods used in national studies conducted by the 
Magazine Audience Group in 1946, 1947, 1948 and 1949, and 
in tests made in individual city markets by Crossley, Inc., in 
Cleveland in 1950 and in Racine in 1951. 
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Documents tremendous hold 
of magazines on American public 


The new study gives graphic testimony to the great and ever- 
growing appeal magazines have for the American public. 


It shows that single issues of the nine magazines are read 
by 61.1 per cent of all the females in America (10 years of 
age and older) and 51.1 per cent of all the males. An ad- 
vertisement in one issue of each of these magazines has the 
opportunity of reaching 66,500,000 different people, or 56.4 
per cent of the population 10 years of age and older. This 
single advertisement would have the opportunity of making 
145,300,000 reader impressions. 

Following are the new audience figures, showing both male 
and female readers for the five magazines with dual editorial 
appeal, and female readers for the women’s service magazines. 


Male Female Total 

Readers Readers | Audience 
Life 16,050,000 14,850,000 | 30,900,000 
LOOK 10,650,000 10,000,000 | 20,650,000 
Post 10,350,000 9,250,000 | 19,600,000 
Collier's 7,600,000 7,200,000 | 14,800,000 
Better Homes & Gardens 6,000,000 | 11,600,000 | 17,600,000 
Ladies’ Home Journal _ 10,950,000 = 
Good Housekeeping - 10,650,000 _ 
McCall's _ 10,600,000 — 
Woman’s Home Companion - 9,550,000 - 


Gives first nation-wide data 
on magazine reading in TV homes 


Of vital interest to buyers of advertising has been the ques- 
tion: “To what extent are magazines read in TV homes, as 
compared with non-T'V homes?” 

The study reveals that these nine magazines are read by an 
even higher percentage of people in TV homes than in non-TV 
homes. 


This is the first time that nation-wide and authoritative 
research on the subject has been made available. Here are 
the figures: 


Individuals Reading One or More of the 
Nine Magazines—(TV and Non-TV Homes) 


MALE* FEMALE 
TV Homes Non-TV Homes | TV Homes Non-TV Homes 
Read 1 Magazine 26.0% 24.4% Read 1 21.2% 20.0% 


Read 2 Magazines 18.1 15.4 | Read 2 18.6 16.3 
Read 3 7 6.8 6.4 | Read 3 11.3 9.7 
Read 4 ms 2.5 2.3 Read 4 6.6 5.9 
Read 5 o 0.8 0.6 Read 5 3.2 3.2 
Read one “ ea Ae Read 6 2.1 2.3 
or more 54.2% 49.1% Read 7 0.8 0.7 

Read 8 0.7 0.4 

Read 9 0.4 0.4 


*Male readership was not checked on _ Read one 
the four women’s service magazines. or more 64.9% 58.9% 


Information of dollars-and-cents 
value to advertisers 


The 1952 study contains an almost inexhaustible fund of 
marketing and media data. Much of it... particularly the 
information on unduplicated magazine audiences . . . has never 
been available before. 


On the punched cards used in tabulating results of the sur- 
vey are a wealth of statistics such as home, automobile and 
appliance ownership, geographical distribution, income, age, 
sex, occupation, etc. Thus an almost unlimited number of 
cross-tabulations is possible. 


These cross-tabulations will aid advertising people to make 
marketing and media decisions with greater precision than 
ever before. 


For example, to cite a random possibility, the study can 
answer questions as detailed and searching as this: 


How many men, aged 20 to 35, living in met- 
ropolitan areas, are members of families which 
have annual incomes of $3600 to $7000 and 
which own cars bought new in 1951 or 1952? 
And how many of these men can be reached 
by LOOK, Life, Post, Better Homes & Gardens, 
and Collier’s...singly or in combination? 


Many cross-tabulations of equally high interest to advertisers 
can be made from the study findings. With thousands upon 
thousands of cross-tabulation possibilities, it is obvious that 
the great majority will have to be handled on the basis of 
individual requests from advertisers or advertising agencies. 


Look will be happy to have any specific tabulation made 
at the actual cost charged by the tabulating service. Since all 
of the material is on punched cards, such requests usually can 
be handled quickly and at modest cost. 


The principal findings of the study, together with a full 
description of the sampling and interviewing techniques, are 
published in the form of a Working Manual, especially ar- 
ranged for convenient use by buyers of advertising. 


For copies of the Manual or for further details, consult 


your Look salesman or write to: Research Department, Loox, 
488 Madison Avenue, New York 22, N. Y. 
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Few TV Channels 
to Be Assigned 
by FCC in ‘52 


WASHINGTON, June 26-—The 
Federal Communications Commis- 
sion is ready to resume the process- 
ing of TV applications next week, 
but only a handful of new 
tions stand any chance of approv- 


sta- 


al in time to be on the air in the 
next six to nine months 
The commission's first actions 


will deal with 20 existing stations 
which wii! switch to different 
channels as a result of the new 
TV allocation plan. FCC jumped 
the gun on the first of these cases 
Wednesday, authorizing Empire 
Coil Co, to change WXEL, Cleve- 
land, from Channel 9 to Channel 
8. The change extends WXEL’s 
Grade A service to about 45 miles 
and Grade B to approximately 63 
miles, FCC said. 


® In each of these cases, the sta- 
tions remain in the existing very 
high frequency band, and in most 
instances the stations are getting 
better channels. 

While there has been tremen- 
dous interest in the reopening of 

V, applicants have been slow to 
» their hand. At the moment, 
tHe commission has only about 100 
applications, but it anticipates that 
there wil! be at least 1,000 during 
the next two to three years. 

Many prospective _ telecasters 
are believed to be holding back 
foe fear their applications will 
emfourage competition Under 
FQC's procedure, the earlier ap- 

ant gets no preference. Most 
afplicants are waiting, therefore, 
il the commission is ready to 


i up applications from their 
munity 


eFcc is operating two process- 
ing lines. The first deals exclu- 


Bively with communities which 
lave no TV. In all, the commis- 
sidm lists about 1,100 such com- 


munities, beginning with Denver, 
ang proceeding downward to the 
smaliest. 

A second line will handle appli- 
cations from communities with 
paftial service. There are about 
256 such communities, including 
the communities which currently 
have TV 


THIS MAN 
IS READY 
TO WORK 
FOR YOU! 


You have never met this man. You prob- 
ably wever will. Yet he is ready and will 
ing to go to work for you. . . to sell your 
product or service entirely at his own ex 
pense. He is typical of thousands of direct- 
to-consumer salespeople a!l over America 
including vast numbers of women, too. 

They are experienced and sales-wise. They 
live among the customers they serve. They 
are ready to push doorbells and make per- 
sonal calls and demonstrations to the very 
pecete you consider — best prospects. 
heu contact with the home office is almost 
entirely by mail. 

The direct selling field is big, important, 
a seven billion dollar industry. Yet even 
the most modest firm can enter and serve 
national distribution remarkably fast and 
with astonishing)y small sales cost 

One publication has served the inde- 
pendent direct salesperson for the past 28 
years OPPORTUNITY MAGAZINE. Di- 
rect salespeople read OPPORTUNITY and 
act upon the offers made in its columns. 

The mecenentitas department of OP 
PORTUNITY . . . headed up by long-experi- 
enced Barney Kingston help you 
analyze your product for selling 
possibilities . and help you o'so in copy 
reparation, planning and follow through. 
Write today. in detail, and let us tell you 
about this OPPORTUNITY service that is 
yours without cost or obligation. 


OPPORTUNITY 
MAGAZINE 


Dept. A125, 28 E. Jackson Bivd., Chicage 4, Illinois 


Line B is broken into several 
subgroups. First priority is to par- 

a serve communities which 
will open stations in the new ultra 
high frequency band 

The commission has resolutely 
turned down requests for changes 
in its priority system. 


®@ Mayor David Lawrence of 
Pittsburgh got a firm “no” this 
week to a letter charging that Pitts- 
burgh—which has only one sta- 
tion at the present time—is getting 


less favorable treatment than oth- 
er major cities. 

While Pittsburgh is No. 180 in 
Line B, it is preceded largely by 
cities which have no local serv- 
ice, FCC said. The commission 
points out that Pittsburgh is 12th 
in a priority ranking of the na- 
tion’s top 25 cities. 

The TV processing freeze was 
issued in September, 1948, after 
the commission found an increas- 
ing amount of interference in TV 
reception. During the re-engineer- 


ing of the allocation plan, FCC de- 
cided to open up the entire ultra 
high frequency band, to enable all 
sizable communities to have two 
or more stations. 


® The speed with which permits 
are issued depends largely on the 
number of conflicts. Where only 
a single applicant seeks a partic- 
ular channel, the commission 
makes a routine check on his en- 
gineering plans and_ character. 
Particularly in small communi- 
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ties, this means relatively fast ac- 
tion. 

But in choice areas, such as 
Denver, there are already at least 
two applications for each of the 
available very high frequency 
channels, indicating long hearings. 


Hemmings Named Partner 

Bob Hemmings, copywriter and 
account executive, has been elected 
a partner in Burroughs Direct Mail 
Advertising, Los Angeles. His new 
title is v.p. and sales manager. 
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Asks for Three TV Licenses 

WIP, Philadelphia, has filed for 
three UHF television licenses for 
stations in Philadelphia, Pitts- 
burgh and Milwaukee. Local-in- 
terest format will be used in the 
programming of the new stations 
if the licenses are granted. 


Bjornson to Gray & Rogers 

Nicholas B. Bjornson, formerly 
copy supervisor of Lavenson Bu- 
reau of Advertising, Philadelphia, 
has joined the copy department 
of Gray & Rogers, Philadelphia. 


Trailmobile Promotes Two 

Trailmobile Inc., Cincinnati, has 
promoted Harry E. Eyler, manager 
of the west central sales division, 
with headquarters in Milwaukee, 
to general sales manager. Joseph 
O. Young, branch sales manager, 
has been advanced to general op- 
erations manager. 


Rox Products Names Agency 
Rox Products Co., Detroit mak- 
er of masonry’ water-proofing 
paint, has named Clark & Rickerd, 
Detroit, to direct its advertising. 


‘Times’ Takes ‘Parade’ 

Parade will be distributed by the 
Times, Roanoke, Va., beginning 
July 15. The Times is the 35th 
newspaper to carry the picture 
magazine. Parade’s circulation will 
go to more than 5,000,000. 


Two Name A.M. Sneider 

A. M. Sneider & Co., New York, 
has been named to handle adver- 
tising for Harmony Textiles Inc. 
and Acme Laces Inc., both of New 
York. Trade and direct mail ad- 
vertising will be used. 


Agency Forms PR Department 

Martin R. Klitten Co., Los An- 
geles agency, has formed a pub- 
licity and public relations depart- 
ment. Jack Whitehouse, formerly 
with the University of California 
Office of Public Information, will 
head the new department. 


Naurison Joins Leon 

Leonard S. Naurison, formerly 
with Thomas & Delehanty and 
Grey Advertising, has joined S. R. 
Leon Co., New York, as an account 
executive. 


More 


women 


20 


in 


out 


and buy 
Woman’s Day 
than 

any other 
magazine 


the 


world* 


Conover-Mast Plans 


New ‘Liquor Store’ 
and ‘Bar & Food’ 


New York, June 24—Liquor 
Store & Dispenser, a Conover-Mast 
publication, will be divided into 
two publications in October. Liquor 
Store, with a circulation of 50,000, 
| will be edited exclusively for off- 
premise sales, and Bar & Food, with 
a circulation of 40,000 to 45,000, 
will be edited for on-premise sales. 
| Both will be CCA papers. 
| The publications will be pub- 
jlished monthty and will be 
| 11%4x11'4” in size. Base advertis- 
ing rate for Liquor Store will be 
$690 for a b&w page one time. Base 
rate for Bar & Food will be $575. 
There will be no combination rates. 
All ads will run next to text. 


® Reason for the change, C. Frank 
Jobson, v.p. of Conover-Mast and 
publisher of both papers, told AA, 
is because conditions in the liquor 
industry call for greater specializa- 
tion. LS&D for the past 17 years, he 
said, has been covering both on- 
premise and off-premise sales. Be- 
cause the problems of package 
stores are different from those of 
bars and restaurants, a publication 
edited specifically for each was 
found to be more advantageous for 
everybody concerned. 

Frank Haring will edit Bar & 
Food, and Fice Mork will @dit 
Liquor Store. Both have been @on- 
nected with LS&D for a numbeg of 
years. Personnel in all departm@nts 
will be increased, Mr. Jobson said. 


Names Devine, Boosts Jay : 


John E. Devine, v.p. of Andefgon 
& Cairns, has been appointed ‘di- 
rector of advertising for the cz t 
division of Alexander Smith he 
effective July 1. Herbert Jay, Who 
has been in Smith's advertising @e- 
partment for the past two ye@rs, 
has been promoted to advertising 
|manager. Mr. Devine succ@@ds 
| William Warner, who resigned Bt 
| 


April to join Home Furniffre 
|Co., Colorado Springs. j 


WISN Plans Radio, TV Cent 

| WISN, Milwaukee, is planning 
to build a radio and TV centerson 
newly acquired property. e 
station is applying to the Fedéral 
Communications Commission for 
Channel 12 in the VHF band. At 
present Milwaukee has one 
station—WTMJ-TV, owned by the 
Milwaukee Journal. 


It's easy to use! 


It's versatile! : 


*3,793,000 average 1951 single-copy sales per issue 


. . the world’s largest single-copy circulation. On sale at all A&P stores. 


i'll last and last! 
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ORDWAY 
Vinyl Plastic 
TYPE 
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Two simple, open 
faces (front and back) 
for convenient line 
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ond also Elite or Pico 
typewriter character 
count. Transparent 
reading guide. Size 
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May Advertising Pages and Linage in Farm Publications 


Ofticial Figures as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Advertising Age, June 30, 1952 


‘Dorland’ When It 
Comes to Agencies 


New York, June 24—One of the 
more confused‘ situations at the 
recent Dorland Inc. creditors meet- 
ing (AA, June 16) was the present 
status of three advertising agencies 
using the Dorland name: Dorland 
Advertising Ltd., Dorland Inc. and 
Dorland International Inc 

According to Atherton Pettin- 
gell, ex-president of Dorland Ad- 
vertising and now chairman of the 
plans board at Wesley Associates 
(AA, May 26), here’s the way the 
three companies are now lined up: 

Dorland Advertising Ltd. This 
agency was “discontinued” on May 
15 but is still paying bills as they 
come due. It expects to clear up all 
its indebtedness. 


(AA, June 16). Complete auditing 
of the agency's books is expected 
to take at least another week, after 
which a creditors’ committee will 
decide whether to continue under 


assignment or file an involuntary 
bankruptcy petition 

Dorland International Inc. In the 
U. S., this agency has not been in 
existence for a number of years. 
Foreign branches of Dorland In- 
ternational are completely sepa- 
rate corporations but have had 
affiliations with Dorland’s New 
York office. While he was execu- 
tive v.p. of Dorland Advertising 
Ltd., Walter Maas handled foreign 
accounts 


As ADVERTISING AGE reported, a 
new agency, Dorland International, 
will be organized, headed by Mr. 
Maas, to handle international ac- 


organization. J. Winton Lemen has 
been named manager of the photo 
press division; Kendrick O. Rich- 
ardson, manager of the photofin- 
ishing and school division, and Al- 
vin W. Streitmatter, manager of 
the professional photographic divi- 
sion. All of the divisions are sub- 
divisions of Kodak’s sensitized 
goods sales division. 


ness, according to Mr. Pettingell. 


Two Join Watt Publishing 


Robert M. Harrison, formerly a 
member of Successful Farming’s 
eastern sales staff, has been ap- 
pointed advertising representative 
for Watt Publishing Co., Mount 
Morris, Ill., publisher of poultry 
and farm publications. John E. 
Boisseau, previously with the sales 
staff of Booth Newspapers, nas 
joined the publisher’s eastern of- 
fice in New York. 


William Brand to Cory Snow 

Cory Snow Inc., Boston, has been 
appointed advertising and sales 
promotion director for William 
Brand & Co., Willamantic, Conn., 
maker of insulating materials and 
paper anc mica products. 


Rothwell Elected President 


Tretbar to Harshe-Rotman 


Everett E. Tretbar, formerly on 
newspapers in Chicago, St. Louis, 
Alton, Il, and several Kansas 
publications, has been appointed Paul T. Rothwell, president of 
an assistant account executive in Bay State Milling Co., has been 
the Chicago office of Harshe-Rot- elected president of the Greater 
man, public relations consultant. Boston Chamber of Commerce. 


Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified —. ee 
and Livestock, in a ivestock, in 
-~—Total Advertising, in Pages Total Advertising, in Lines : Lines ‘ -——Total Advertising, in Pages-—-—-—Total Advertising, in Lines. i 
May May Jan.-May dJan.-May May ay jan.-May Jan.-May May May May May Jan.-May Jan.-May ay ay Jan.-May Jan.-May May May 
1952 1951 1952 1951 1952 1951 1952 1951 19521951 1952 1951 1952 1951 1952 1951 1952 1951 1952-1951 
Ohio Farmer 65.0 53.2 329.8 7.0 49.948 40.883 253,341 228,186 45,526 36,513 
Farm Magazines Yregon Farmer |. 526 422 240.4 214.0 39.729 31940 181,742 161913 37.385 29,484 
Capper's Farmer 614 495 304 265.5 41,742 33,680 206.691 174.576 40.465 32,171 Pennsylvania Farmer 50.8 405 2818 261.6 988 31,093 216,412 200,907 104 26,065 
Country Gentleman 97.1 110.0 481.1 512.0 66007 74,804 327,139 348,140 ’ 72.957 Prairie Farmer 
Farm Journal 096 91.2 5136 4886 47,014 39.144 220.318 209.671 45.225 37,374 fIllinois Edition 821 741 439.1 4018 59,776 53,917 319,648 292,493 52,393 ,005 
Farm & Ranch—Southern ZIndiana Edition 811 726 434.0 399.6 59,052 52,825 315,936 290,855 51,669 44,913 

Agriculturist Average 2 Editions 816 734 4366 400.7 59,414 53,371 317,792 291.674 52,031 45,459 

ZUpper South Edition 30.6 295 1746 181.2 20,820 20,030 118682 123.203 18,962 18,132 Rural New-Yorker 356 29.6 199.0 1885 27,901 23,203 5.994 147,761 24,082 18,905 

Zlower South Edition 33.5 28.3 187.7 177.7 22.802 19.243 127.689 120,814 20.858 17.416 | Utah Farmer 588 53.0 2621 263.0 44,459 40,098 197.887 98.851 40,010 35,404 

Southwest Edition . 43.4 39.3 2434 2527 29.507 26,737 165.453 171.851 26.678 23.045 | Wallaces’ Farmer 89.7 79.3 470.7 4325 70,338 62,189 369.068 339,109 60,553 54,693 

Average 3 Editions 35.8 324 2019 203.9 24,376 22.003 137,275 138,713 22.166 19,864 Washington Farmer 55.9 40.8 248.0 2140 42,290 30.862 187,457 161,750 39,946 28,406 
Progressive Farmer Western Farm Life 40.2 35.2 195.2 195.0 31.486 27,566 153,526 152,804 29,169 24,710 

ZCarolina-Va. Edition 101.4 75.3 508.1 414.7 68,980 51,198 345.507 282,003 66,160 47,777 §Herdsmen Edition 229 144 2209 190.7 17,924 11.287 173,167 149,528 3,872 2,947 

3Gz2. -Ala.-Fla ‘ Wisconsin Agriculturist 67.4 56.3 345.6 203.6 52,829 44,106 270.934 238.068 50,233 40,936 

eee svg MOOS 79-7 522.2 499.0 71,007 54.202 385.097 296.517 68.426 $1365 Total Group .......1 995-7 1141.3 68341 6,350.01.017,629 870,993 S2i181s 4845095 G526ES 755468 

al Edition : 9.7 76.6 495.6 409.4 67.108 52,103 337.014 278,434 64,696 48,950 2Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 

DMiss. -La.-Ark. 

cients WAS BE BS Woh RA Bek WS FAM Bk B23 Farm Linage Trend tigwe: in thowon 

fTexas Edition 7 75,7 60,678 ' y 7,440 igures in ousands 

Average 5 Editions 104.1 80.4 517.1 427.9 70816 54.702 351.617 290,983 68.258 51.564 a 1 g ° 
Successful Farming 105.4 996.8 527.2 5105 47.435 43.555 237.240 224.721 46,218 42,130 

Total Group 513.4 460.3 25409 24084 297,300 267.888 1,480,280 1386804 286,337 256,060 = 
Not included in totals. ; . 1952 MAGAZINES 1952 MONTHLIES 
Monthlies may[297 | may [449 
*Agricultural Leaders’ 

Digest ..... 245 208 1209 1073 4844 4,067 23,778 21,026 4,844 4,067 APR. |354 } APR. 1458 | 
American Fruit Grower 28.0 25.5 167.2 157.9 12,079 11,006 72,193 68.191 11,885 10,778 
American Poultry Journal 1951 1951 

Eastern Edition 29.6 324 2285 2482 12,714 13,891 98,064 106.424 9,088 9,101 

ZCentral Edition 25.3 26.8 1847 2030 10852 11479 79233 87.078 8115 7965 | MAY Seems MAY 

tWestern Edition 20.3 239 1570 1741 8721 10,251 67,367 74.633 6857 7.421 
‘ Average 2 Editions 2s 1 27.7 190.1 208.4 10,762 11.874 81,555 89.379 $.020 13262 

rkansas Farmer 8.2 1 87.1 84.5 13,773 11,439 65,868 63.903 13,157 10,824 
Better Farming Methods 32.0 452 1918 207.0 13,716 19376 82.287 88.771 13.583 19.201 SEMI-MONTHLIES BI-WEEKLIES: CANADIAN 
ty, *Better Fruit 18.1 18.0 98.1 103.7 7.624 7.574 41,107 41.713 7,624 7,574 1952 1952 
BeStea‘tiegaos 208 3 Lure Hats alte asiw Some Bese SS AS | wave re 
alifornia Citrograph 26.8 24.5 13.706 14,700 84,956 83.6 4 574 372 
California Farm MAY 1018 MAY MAY 372 

Bureau Monthly 96 13.0 55.3 645 7,273 9,828 41,839 48,727 6,587 9.555 
SCarolina Co-operator 99 120 561 580 3780 5 3.200 24.340 3.780 5.040 | ApR, APR. APR. 

attleman, The 96.0 80.3 575.5 5008 40,320 33.736 241,823 210,368 21.767 18,851 
electricity on the Farm ¥ U 14 , 2 0 < 1 § 2% 5.027 24.933 wu 333 yu 1951 1951 1951 

larmer-Stockman . 41. 39. 31 0 31.8 29.926 162,027 939 31 537 
Briones Cattleman 47.9 36.3 2960 2518 20101 15.253 124.456 105.732 11648 12.177 | MAY Biwfe) MAY MAY Eye 

lorida Grower 190 164 1180 1008 12,957 11.2 858 68.715 12,471 10,780 
Fano Granger 62 6.7 38.9 42.1 6699 7.217 42,518 45.766 6.6 7.217 
Bentucry Farmer 211 19.0 1349 1240 16,517 14.886 105,822 97.190 14,827 11,225 

ichigan Farm News 3.3 2.7 140 14.6 7,724 6.206 32,656 33,914 7.644 6,144 
oe fo . 46 7.3 29.4 34.6 3,468 5,563 21,405 26,109 2,417 4629 Bi-Weeklies 

ona ie ic! 

Producer : 26 BY e 5 517 6.969 7.154 36,058 37.618 Sane are rt +— ; 78.5 65.6 403.0 3413 59,368 49.624 304,752 258,060 56,533 47,265 

tion’ It : 2.6 45.0 3,621 4,493 19,234 1 6 y alifornia Farmer 

Pm we a 2 ” m7 uen| fontaine Eo BS Mt 2e7 Bus mes mee let nee oes 

& Garden 6 47 274.7 240.3 25,474 21,194 123,681 108,163 21.527 16.88 sSouthern Edition 6 ; ‘ . 229, . 5 . 

hio fore Bureau News 2 91 53 5 55.6 5.09 4,105 4.068 25. 5 its? ase ae 2 — 76.8 54.1 302.8 266.0 58,021 40,909 228,896 201,065 54,265 006 

f it . 30. 12 198 7,61 13,07 91,139 84,49 347 ‘ airymen's League 

Saiey Wiese: : ae . _ ” News 128 121 71.7 63.7 9,305 8,799 51,534 46,342 8,253 7,540 
© tEastern Edition 42.9 34.0 2746 270.3 18,383 14,607 117.794 115,980 14,049 10,533 Total Group 1681 1318 7775 671.0 126.694 99332 585,182 505.467 119,051 92,811 
§ Central Edition 400 304 2388 2361 17,167 13,040 102.423 101.245 13,719 9,630 {Not included in totals. {Two issues in May 1952; three issues in May 1951. 

P sWestern Edition 34.0 281 1991 2043 14568 12,040 85,403 87.643 11,967 9,455 
= 3 Editions 39.0 308 2375 236.9 16,706 13,229 101,873 101,623 13,245 9,873 

Southern Farm & 5 ; ; isi 

ame 83 9.3 ass s5 8.301 10.315 49.296 50,197 6.406 8.212 All figures in the following groups were compiled by Advertising Age 
Suthers Planter 34.2 30.2 179.12 172.1 23,938 21.108 125,298 120.470 22,584 19,488 Weekli 

urkey World 43.3 462 3056 306.1 18.574 19,804 131,085 131.490 13.907 13,129 eexies 
ase ane Journal 36.1 40.3 191.8 204.0 15,186 16,940 80,648 &5,786 7,518 7,420 Jase Siar Vereen: 

estern Livestock + 

Kansas Edition 22.9 29.4 1328 1338 56.304 72.563 326,852 329.825 43,064 55,573 
Biyoning Stockman- 129 1267 SES EZ 47.425 53208 25 ML MIS 15,185 Missouri Edition 22.4 28.9 1296 1331 55.277 71,302 319.576 328,206 43,127 $5,297 

Farmer. 20 a 141 86.0 = 84 5 18,802 12,698 77.056 75.773 15,162 9,898 . —. Oe ie. a i a 125.6 51.779 68,992 297,052 309,504 40,659 54,252 
© Total Group 8328 845.7 49326 4693.9 448.607 430,378 2,497,903 2,391,237 345.844 323.770 ' P , 

jot included in totals. §Larger page size (1,100 lines) in May 1951 Dailies 

ewspaper Monthly Farm Sections Chicago Daily Drovers 

25.7 56,168 43.083 343.016 288,719 26,543 25,317 

lowa Farm & Home 353 308 143.7 118.9 37,203 32476 151.583 125.879 36.517 31.141 Kansas City Daily Drovers se . 

ural Gravure 76 6.0 38.8 33.4 7614 5,980 38,733 33,641 7,614 5,980 Telegram 26.1 203.3 1753 64,699 55,630 432.491 373,346 36,866 34,276 

exas Ranch & Farm .. 20.2 13.7 1218 1016 21490 14.560 129,696 108,206 19,887 13,108 — gmaha Daily Journal 

Total Group 631 S05 “3083 2539 66.307 53.016 320.012 267,726 64,018 50,225 i Stockman iss: 33.0 26.2 201.1 167.1 70,258 55,711 427.835 355,596 42,855 -39,583 

. Louis Daily Live e 
Semi-Monthlies Stock Reporter ‘15 145 126.7 95.3 39,340 30,875 269.575 203,129 24,387 22,701 
Total Group 10s3 87.0 6921 573.4 230,465 185,299 1,472,917 1,220,790 130,651 121,877 
American Agriculturist 35.4 33.0 1734 170.3 25,766 23,994 126,264 123,932 23,384 21.679 
*California Grange News 10.4 10.5 48.0 57.0 11,276 11,360 52,412 61,529 6,370 028 Canadian 
Colorado Rancher & . 

Farmer 43.1 33.3 197.9 181.3 32.576 25.148 149,517 137,039 27.038 21.193 Count Guide .. 45.7 42.4 228.8 221.2 32,924 30,555 164,737 159.226 32,924 30,555 
“Cooperative O yest 12 68 433 39 47 2856 18142 15,491 [556 2606 | Femttr Moats & Washi) Str " - 
Dakota Farmer 70.3 72.0 3381 339.8 55.154 56.410 265.153 266,339 52.452 52.892 cEastern Edition 115.7 102.3 488.9 480.2 115,685 102.280 488,966 480,182 82,826 74.767 
Farmer, The 86.2 73.8 428.7 387.0 67.592 57,848 336,031 303,416 61.626 50,738 gWestern Edition 96.0 883 410.3 4123 95,975 88.327 410.205 412,331 74.023 70,674 
Hoard’s Dairyman 41.2 376 2378 218.7 30,010 27,347 173,198 159,123 23.782 22,564 Average 2 Editions .. 105.9 95.3 449.6 446.3 105,830 95,304 449,586 446,257 78,425 72,721 
Idaho Farmer 53.6 453 2845 2321 40.515 34.235 184.820 175,490 38.171 31,590 | Farmer's Advocate & 

“Indiana Farmer's Guide 28.0 20.2 1513 140.6 21,956 15.816 118,702 110,223 17,543 11,215 Canadian Countryman 54.9 42.1 244.7 205.2 38.418 29,474 171,245 143,593 31,199 23,635 
Kansas Farmer 45.0 406 2458 228.4 34,206 30.819 186,815 173.526 31.407 28,850  srarmer’s Magazine 39.1 361 1821 179.7 16,762 25,290 103,928 125,785 16,333 24,700 
Michigan Farmer 56.8 47.2 284.0 263.2 43,603 36.255 218.116 202,183 1842 31,318 | Free Press Prairie : 

ae — 45.1 30.1 242.3 213.2 34.312 22,886 184,155 161,986 31.297 20,984 Farmer .. ' 101.8 121.4 533.3 532.0 112,081 133,590 £86,881 585.298 68,699 . 

ontana Farmer- Western Producer 62.0 58.3 287.2 276.3 66,386 62.389 307,395 295,664 44,637 42,013 

Stockman 69.1 67.7 316.5 316.3 52.269 51.185 240,267 239.197 44,583 44,968 Gaza mE CTE TEER BI Pew Tse 
Nebraska Farmer 791 708 4307 3922 59834 53501 325698 296481 53200 47.008 Total Group 409.4 395.6 1,925.7 1860.7 372401 376.602 1,783,772 1,755,823 272,217 273,910 
New England Homestead 40.7 34.5 221.7 212.4 28,459 24135 155,204 148.587 21,728 17,063 Not included in totals. §Larger page size (700 lines) in May 1951. 

Here’s Meaning of Dorland Ine. This is the agency counts. This agency will be set up Eastman Kodak Names Three Promotes Robert Weed 
which is presently under assign- as soon as Dorland Advertising Eastman Kodak Co., Rochester, The Minneapolis Star and Trib- 
ment for the benefit of creditors Ltd. has disposed of its indebted- has made three changes in its sales une has promoted Robert Weed to 


promotion manager. Mr. Weed has 
been with the paper since 1940, 
starting as a reporter, and joined 
the promotion staff in 1947. In 
1948, he became assistant promo- 
tion manager. 


Ad Brochure Released 


A 16-page brochure for adver- 
tising and selling all-wool tropical 
worsted suits is being mailed to re- 
tailers by the Wool Bureau. The 
booklet includes selected adver- 
tisements by leading retail stores 
and suggested advertising themes 
and copy for tropical worsted pro- 
motions, 


Isabelle Buckner to Peck 

Isabelle J. Buckner, formerly 
advertising and promotion director 
of Frank Associates, has joined 
Peck Advertising, New York, as an 
| executive in the fashion division. 
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PURSU 


IN ADVERTISING 


among all farm magazines 


The Progressive Farmer j is 

FIRST among all farm magazines 

in commercial advertising linage 
for 1952.. 

FIRST in linage gains, 

1952 over 1951...and 

FIRST in total post-war gains! 


COMMERCIAL ADVERTISING LINAGE January-June 
1952 Issues 


The Progressive Farmer 387,666 
Country Gentleman 365,420 
Successful Farming 267,514 
Farm Journal 245,922 
Capper’s Farmer 235,739 
Farm & Ranch with Southern Agriculturist 143,837 


* Average all editions. ce n Publicatior Seat, Se wary-April 


Gain or Loss over 
January-June, 1951 


+7417 
- 71,899 
+12,089 
+13,119 
+42,309 

ee 
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BIG market available to advertisers today! 


population and trade. 


magazine dominates a market of similar size. 


Farmer than in any other publication! 


THE SOUTH SUBSCRIBES TO 


The Progressive Farmer“ 


PUBLISHED IN FIVE SEPARATE EDITIONS TO SERVE THE FIVE FARMING REGIONS OF THE SOUTH 


BIRMINGHAM «+ RALEIGH + MEMPHIS + DALLAS «+ 


NEW YORK « CHICAGO «+ EDW. S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES — 


Here are three solid reasons why The Progressive Farmer is The 
Nation’s No. 1 Farm Magazine in Advertising Linage: 


1. With tremendous, new buying power, the South is the fastest-growing 


2. The South is a 16-state rural market — predominantly rural in 


3. The Progressive Farmer dominates the rural South, as no other 


Are you placing enough of your advertising in America’s fastest- 
growing farm magazine to sell America’s fastest-growing rural market? 
More Southern farm families read more advertising in The Progressive 
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VERY three minutes a baby . . . every three 
minutes a new family member with an un- 
ceasing stock of needs and desires ... every 
three minutes one more family contributes to the 
phenomenal growth of your New York market. 
No matter how New York's buying potential is 
dramatized, one fact remains apparent... you 
must think in terms of volume. Because families 
mean business and more families mean more 
business, you'll stimulate most business through 
the Journal-American. 


a Baby 
Pry os Winutes 


& REARST NEWSPAPER” 


and 42 of every 100 families who read 
a New York evening newspaper choose 
the home-going Journal-American 


Carried home to 42 of every 100 families who 
read a metropolitan evening newspaper, the 
home-going Journal-American influences the 
buying decisions of every member of the family 
when they get together to plan their purchases 
.. +. during the leisure hours of evening. 

For greatest family coverage in America's 
greatest family market, place your advertising 
message in the home-going Journal-American. . . 
New York's largest evening newspaper by an 
overwhelming margin. 


NATIONALLY REPRESENTED BY HEARST 9 VERT! 
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Ad Production Men Elect 

George Exline of Goodyear Tire 
& Rubber Co. has been elected 
president of the Advertising Pro- 


duction Club of Cleveland. Other 
officers elected are Michael Syn- 
tax, Gray Drug Co., v.p.; Jean 
Grieve, Farm Journal, secretary, 


and Mary Jane Kenney, Carr Lig- 
gett Advertising, treasurer 


Brother Promotes Warren 

Guy S. Warren Jr., account ex- 
ecutive on the Oldsmobile account, 
has been promoted to v.p. of D. P 
jrother & Co., Detroit agency. He 
will be in charge of general crea- 
tive groups. 


Indoor Advertising of America 


ao sorwt Am0 ASSOCIATES, inc 


346 NM. JUSTINE ST., CHICAGO 7, ILL. 


STENSGaaR 


DISPLAYS OF ALL TYPES AND SIZES 
DEMONSTRATIONS EXHIBITS 


Let ue bid on your next display job 
PHONE OR WRITE... NO OBLIGATION 


Bank of America 


NATIONAL IRUSTANe 


Willys-Overland Shifts ' 


Four Export Executives 

Willys-Overland Export Corp., 
Toledo, has made four major 
changes in its executive personnel. 
A. S. Hopkins was named regional 
manager for Mexico, Central 
America and the Caribbean area. | 
He replaces Paul K. Algert, now 
regional manager of the South 
American area. Former Toledo 
finance manager Frank J. Cedoz} 
was named manager of the New 
York office. Assistant finance man- 
ager Harry W. Day succeeds Mr. 
Cedoz. 


‘Park East’ Rair.s Rates 

Park East, New York, will raise 
its bew page rate from $550 to 
$770 and its four-color price from 
$850 to $1,140 with the November 
issue. The monthly’s guaranteed 
circulation will go from 47,000 to 
75,000. 


Abbott Co. to Silton Bros. 
Abbott Co., Antrim, N. H., mak- 
er of Step-Fold play yards and 
juvenile furniture, has appointed 
Silton Bros., Boston, to handle its 
merchandising and advertising. 


CALIFORNIA 
MARKET... 


“Basic California” gives you the facts you need to do 
business successfully in one of the nation’s most 
dynamic markets! Here's the story on employment, 
buying-power, industry and agriculture put 
together for your use by the bank that knows 
most about California, Bank of America. 

Write today on your business letterhead for your 
free copy. Adv. Dept., Bank of America Building, 


300 Montgomery Street, San Francisco, California. 


ASSOCIATION 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 


THE AMA LINEUP—Among the new officers of the American Mar- 


keting Assn. who gathered at Cincinnati 


Harold P. Alspaugh of H. J. Heinz Co., v.p. of the AMA; Ira 
D. Anderson of the Northwestern University school of commerce, 
AMA secretary; Gordon Hughes, director of the market analysis 


were (left to right) 


lona College, New 


department of General Mills, president-elect of the AMA; Charles 
W. Smith of McKinsey & Co., New York, AMA treasurer; William 
F. O'Dell of Market Facts Inc., AMA v.p., and Thomas McGann of 


Rochelle, N. Y., business manager of the 


Journal of Marketing. 


Bernhard Publishing Forecast Sees Drop 
in TV Viewing. Boost in Magazine Reading 


New York, June 25—‘“The im- 
pact of television on magazine cir- 
culation is not likely to be marked 
in the 1954-56 period. Time spent 
in watching TV is less than the 
time formerly devoted to movies, 
baseball games and _ theaters. 
Hence, a gain in reading time may 
occur with a consequent possible 
benefit to the magazine publish- 
ing industry.” 

That conclusion is expressed in 
the current issue of “The Value 
Lines,” investment survey pub- 
lished by Arnold Bernhard & Co., 
investment house, in a 1954-56 
forecast of trends in the printing 
and publishing industry. 

“Although total advertising ex- 
penditures promise to reach new 
highs in the 1954-56 period,” the 
report says, “the prospective in- 
crease will not be shared equally 
by all advertising media. 


s “The rapid growth of television 
advertising suggested by the esti- 
mated expansion in the video set 
population from 17,000,000 cur- 
rently to 46,000,000 in the mid- 
1950s must take place partially 
at the expense of other media. 
“Radio is likely to suffer most 
from the advent of TV,” the sur- 
vey says, “since TV is clearly re- 
placing radio in the home enter- 
tainment field. A 5.4% decline in 


natior ' radio advertising rev- 
enuf rom $391,000,000 in 1950 
to $ 000,000 in 1951, has al- 
rea’ occurred, in contrast to a 
15 1in by all major national ad- 


vertising media from 1950 to 1951. 

“That other advertising media 
will not be seriously affected by 
the inroads of TV is suggested by 
the 1950-51 experience,” the report 
says. “Newspapers were the only 
major medium, other than radio, 
to experience a decline in national 
advertising last year. (The decline 
in this case was slightly more than 
1%.) Magazines enjoyed an in- 
crease of about 9% in total ad- 
vertising revenues in 1951 over 
1950. Business papers registered a 
year-to-year gain of about 17%. 


e “While magazine advertising 
linage is likely to level off in the 
1954-56 period,” the forecast pre- 
dicts, “it is our belief that adver- 
tising rate increases posted in 1951 
and 1952 and moderate further in- 
creases in the offing will tend to 
lift magazine advertising revenues 
moderately above current levels. 
“The increase in advertising rev- 
enues of some of the specialized 
magazines, such as Business Week 
and Fortune, brought about by up- 
ward rate revisions may get an 
extra boost from further gains in 
advertising linage. On the other 
hand, some of the women’s maga- 
zines may find the going harder 
than for magazines in general. 
Some evidence of this effect is seen 
in the fact that women’s maga- 
zines were the only ones to show a 


| decline in advertising linage in the 


first five months of 1952. However, 
rate increases in the women’s 
group have outdistanced the mag- 
azine field in general, and for that 
reason their gross advertising rev- 
enues may hold on an even keel in 
the 1954-56 period. 


s “The impact of TV on magazine 
circulation,” the report says, “is 
not likely to be marked in the 
1954-56 period. Some _ subscrip- 
tions are likely to be lost as more 
leisure hours are spent at the TV 
screen. On the other hand, new 
readers may be developed, as the 
novelty of TV wears off, but the 
‘stay-at-home’ habit engendered 
by TV persists. 

“For many people,” the forecast 
finds, “TV is tending to replace 
most other forms of entertainment 
—radio, movies and_ spectator 
sports. But it seems that the time 
spent in watching TV is less than 
the time formerly devoted to 
movies, baseball games and thea- 
ters. Hence, a gain in reading time 
may occur with a consequent pos- 
sible benefit to the magazine pub- 
lishing industry. 

“Women’s magazines,” the fore- 
cast says, “do not appear in line 
for a major improvement in net 
earnings in the 1954-56 period.” 


s The reasons for this prediction 
are: 

“1. The textile and apparel 
fields, upon which the women's 
magazines are largely dependent 
for their advertising revenues, will 
probably not regain the extraor- 
dinary earnings pace of the early 
postwar years, when the war-de- 
ferred demand for soft goods had 
to be satisfied. In addition, no re- 
cent fashion change, such as the 
lengthening of hemlines after the 
war, has received wide enough ac- 
ceptance to necessitate a complete 
wardrobe change. Although fash- 
ion changes are pure speculation, 
the current high cost of living 
would seem to obviate the possi- 
bility of another ‘new look’ in the 
near future. 

“2. The benefits of reduced pa- 
per costs and increased manufac- 
turing efficiency over coming 
years will be largely absorbed by 
the increased expense of main- 
taining circulation at guaranteed 
levels.” 


Discussing earnings and divi- 
dends, the Bernhard forecast pre- 
dicts that spiralling costs are like- 
ly to cut earnings. It points out 
that McCall’s quarterly dividend 
has been cut from 50¢ to 30¢ in two 
steps; that in the third quarter of 
1951 Crowell-Collier cut its rate 
in half from 30¢ to 15¢ a share; and 
that in the first quarter of °52 
Conde Nast reduced its quarterly 
dividend from 25¢ to 15¢ a share. 


s “In contrast,” it notes, “Mc- 
Graw-Hill and Time Inc. have 
been successful in offsetting in- 


creased operating costs since ad- 
vertising linage has held up rea- 
sonably well or increased. Illus- 
trative of McGraw-Hill’s current 
prosperity,” it says, “is the recent 
increase in its regular quarterly 
dividend rate from 50¢ to 65¢ a 
share.” 

It credits McGraw-Hill’s success 
to the “rapid growth of Business 
Week and the reliance of Ameri- 
can industry on the company’s 
business periodicals and textbooks 
for technical guidance. Time Inc.’s 
prosperity is due to the fact that 
both Life and Time are the lead- 
ing magazines in their particular 
fields and are favored by adver- 
tisers because they appeal to such 
a wide segment of the nation’s 
population.” 


Conover-Mast Promotes Five 
Conover-Mast Publishing Co., 
New York, has promoted five. Ed- 
ward M. Stanley, business man- 
ager of Mill & Factory, has been 
promoted to publisher; A. M. Morse 
Jr., Manager of Purchasing, has 
been advanced to publisher, and 
C. Frank Jobson to publisher of 
Liquor Store & Dispenser. All 
three are v.p.s of the company. 
Gerald D. Vosburgh has been 
named assistant publisher of Mill 
& Factory, and Ray Richards as- 
sistant publisher of Purchasing. 
Both are advertising representa- 
tives in New England and will 
continue in that capacity. 


K&E Volunteers 

Kenyon & Eckhardt will serve 
as voluntary advertising agency for 
the Acvertising Council on its new 
engineers-wanted campaign (AA, 
May 19). George T. C. Fry, v.p. of 
the agency, will head the task force 


Messina Joins Snow & Statf 

John Messina, formerly produc- 
tion manager of Arnold & Co., Bos- 
ton agency, has been named assist- 
ant production manager of Walter 
B. Snow & Staff, Boston. 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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Advertising Age, June 30, 1952 


Department Store Sales... 


| Two Join Cecil & Presbrey 


Sales Gain for Sixth Straight Week 


WASHINGTON, June 24—If depart- 
ment store sales are any barometer, 
consumers are once again in a 
spending mood. 

The situation seems to be the re- 
verse of 1951, when sales sky- 
rocketed during the early months 
and then slumped through the rest 
of the year. In 1952, there was a 
relatively slow opening, with busi- 
ness picking up considerably dur- 
ing May and June. 

The Federal Reserve Board re- 
ported dollar volume in the week 
ended June 14 was 9% higher than 
the corresponding week in 1951. 
This was the sixth straight week 


DEPARTMENT STORE 
_ SALES INDEX ~ 


1947-49 equals 100 


Week to June 14, ’52* p115 
Week to June 16, '51*..106 
Week to June 7, ’52*....110 
Week to June 9, ’51*....108 
Week to May 31, ’52*....96 
Week to June 2, °51*....95 


; 


in which sales either equaled or 
topped the 1951 record. And the 
sales index for the big stores rose | 
to 115, the second highest point 
reached this year. 


*Not adjusted seasonally. 
pPreliminary. 


® The sales rise was about as gen- 
eral as you can make it. New York 
City stores showed a 14% loss, but 
they were in the midst of a price 
war at this time last year. Minne- 
apolis and St. Joseph, Mo., stores 
had 1% declines and downtown Los 
Angeles and Portland, Ore., stores 
were off 4% and 24%, respectively. 
Still, these were the only cities on 
the FRB report to show a sales de- 
crease from last year. 

Cash registers continue to jingle 
happily in the South. The big 
stores in the Atlanta and Dallas 
districts are now 4% ahead of last 


year’s sales. Nationally, depart- 
ment stores are now 4% behind 
1951. 
“ Change from ‘51 
Week Ended 
Federal Reserve May June June 
District and City 31 7 ” 
UNITED STATES 2 rs 9 
Boston District . LJ 6 16 
New Haven . —7 7 18 
Boston ‘ 1 5 16 
Lowell-Lawrence 3 10 17 
Springfield . 3 7 17 
Providence . 4 13 20 
New York District -1 -17 -—# 
Newark 2 —12 6 
Buffalo 4 3 5 
New York —19 —22 —14 
Rochester 8 14 12 
Syracuse —8 r—17 28 
Philadelphia District 4-3 10 
Philadelphia . 4 r—7 7 
Cleveland District 0 5 it) 
Akron 13 10 19 
Cincinnati 6 8 15 
Cleveland 2 0 8 
Columbus . 2 12 16 
Toledo . 2 4 9 
Erie —- —1 —-l 10 
Pittsburgh — 4 6 
Richmond District 2 rs Ww 
Washington 0 5 16 
Baltimore 8 1 20 
Atlanta District 12 «23 22 
Birmingham 5 ll 19 
Jacksonville 14 20 32 


Miami 9 13 “4 
Atlanta 22 19 13 
Augusta 32 43 71 
New Orleans 7 24 15 
Nashville 14 23 29 
Chicago District 2 r3 9 
Chicago 2 1 5 
Indianapolis 8 5 18 
Detroit 2 3 13 
Milwaukee —3 -—3 6 
St. Louis District 3 Frié 30 
Little Rock 2 31 24 
Louisville 9 16 24 
St. Louis Area 1 12 31 
Memphis 8 13 33 
Minneapolis District as 4 ” 
Minneapolis 4H 4 —1 
St. Paul 3 2 1 
Duluth-Superior —t1 12 0 
Kansas City District 4 10 “4 
Denver 6 8 10 
Wichita 24 8 16 
Kansas City .. 7 10 21 
St. Joseph —§ —-2 —I1 
Oklahoma City 4 5 3 
Tulsa ‘ 16 21 30 
Dallas District .. 9 17 23 
Dallas - 5 16 20 
El Paso ae —1 13 12 
Fort Worth .... 4 16 17 
Houston , 14 20 26 
San Antonio ll 16 22 
San Francisce District . 16 zi 5 
Los Angeles Area 19 6 10 


count executive and copywriter, 
respectively. Mr. Olmsted formerly 
was with Prudential Life Insur- 


Downtown 
an Angeles .. —il —24 —4 ance Co. and the Metropolitan Mu- 
ye - . 3 seum of Art. Mr. Wexler pre- 
Oakland 5 3 1, viously was with Brooke, Smith, 
San Diego 43° #16 17| French & Dorrance, New York. 
San Francisco 4-2 2) 
Portland - 4 2 == | 
Salt Lake City ; 1 9 | 
See Lake City + 8 43] Belcher Heads ABP Group 
Spokane 12 3 4, John G. Belcher, publisher of 
acta, Progressive Architecture, a Rein- 
hold publication, has been elected 
chairman of the promotion com- 
Blitz Opens Seattle Branch mittee of the Associated Business 


Blitz Advertising, Portland, Ore., 
has opened a branch in the Jones 
Bldg., Seattle. William H. Wurster, 
formerly art director and produc- 
tion manager of Frederick E. Baker 
& Associates, Seattle, is the mana- 
ger of the new office. The agency 
has been named by Luke Hopman, 
Garden Home, Ore., bulb grower, 
to direct its advertising. 


Publications for the second year. 


OAI Appoints Pearson 


Joseph W. Pearson Jr., a mem- 
ber of the sales staff of Outdoor 
Advertising Inc., has been named 
director of industry relations. He 
succeeds the late Charles H. Uffel- 

man. ~ 


Richard S. Olmsted and Norman 
Wexler have joined Cecil & Pres- 
brey, New York, as assistant ac- 


‘Herald-American’ Boosts 3 

The Chicago Herald-American 
has added three members to the 
sales staff of its retail advertising 
department. They are Roland D. 
Lando, Harold N. May and Terence 
O’Donnell. All three have been 
promoted from the classified de- 
partment. 


De Armond Directs PR 

Mrs. Charlotte De Armond, for- 
merly advertising manager of the 
Franciscan division of Gladding 
McBean & Co., Los Angeles maker 
of earthenware and china, has been 
named public relations director of 
Pacific Airmotive Corp., Burbank, 
Cal. 


Southern | . 
Automotive 


Journal 


publication which literally 
blankets the prospering 
South and Southwest. 

16 million cars! Write for 
full market dete. 


ABC 
NBP 


806 PEACHTREE STREET, N. £., ATLANTA 5, GEORGIA 
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You can obtain business printing on Hammermill papers 
wherever you see this shield on a printer's window. 
Let the Guild sign be your guide to printing satisfaction. 


hitulead LfYOr youll, find! 
mn Yves where decisions count / 


COCKLETONE BOND 


Men who hold key positions in 
the nation’s industrial structure 
know the importance of selecting 
the proper letterhead to represent 
them. That is why Cockletone 
Bond is found in thousands of 
progressive firms. Executives 
\& prefer its sturdy feel... its lively 


crackle... the rich shade of pure 
white. 

The moderate cost of Cockle- 
tone Bond will surprise you. Why 
not investigate the advantages 
of appointing this finer letter- 
head paper as your business 
representative ? 


Name 


SEND THIS COUPON for the FREE Cockletone Bond Portfolio. It 
contains a wide assortment of good, modern letterhead design« 
You'll find it helpful in improving or redesigning your present 
letterhead. We will also include a sample book of Cockletone Bond. ive 


Hammermill Paper Company, 1459 East Lake Road, Erie 6, Pennsylvania. 
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NAEA Members Grim 
About Cost Squeeze 


(Continued from Page 1) 
able to retain their prewar per- 
centages, they would have been 
$119,000,000 richer 

And that $119,000,000 
have been enough to equal the last 
price 


would 


two newsprint increases 


unified action 
convention, 
director of the 
unveiled 


@ An example of 
was shown at the 
Hareld L. Barnes, 
Bureau of Advertising, 
a new presentation aimed at get- 
ting more automotive cooperative 


as 


dollars into newspapers. Produced 
with the cooperation of the De- 
troit chapter of the American 
Assn. of Newspaper Representa- 
tives, it stresses the newspaper's 
historic ipterest in automobiles, 


and the réle of the newspaper and 
the auto in American community 
life 

The bureau is mailing the pres- 
entation to members today, and 
the AANR is following up with a 
letter. In July, the newspapers 
and the representatives will con- 
centrate on a single automobile 
manufacturer, in an effort to 
bring more linage into newspa- 

rs through concerted action. 

'> The July target is Ford Motor 
Go and dealers. The Aug- 
ust target, another motor car com- 
pany, will be announced later. As 
John Burke, Hearst Advertising 
Service, explained, the plan is 
Calculated to put maximum pres- 


s¥re on the dealer, and maximum 
Pressure on the zone manager 
rough the dealer, and thus up 


factory and agency 


Mr. Wyman said bluntly that he 
no use for the optimistic and 
Pellvannaish approach. “The truth 
a” ne said flatly, “that we're not 
ane we're doing poorly.’ 
We've got to learn to work to- 
ther,’ he advised, and asked for 
/ ways selling advertising 
more effectively. He urged the 
n@wspaper men to “get off the 
bench and into the act.” 
tHe cautioned that “we can no 
l@mger sit back and expect the Bu- 
reau of Advertising or our repre- 
= atives to produce national ad- 


well 


of 


rtising.” He commended the ef- 
forts of the bureau and the Amer- 
ican Assn. of Newspaper Repre- 


sentatives, but noted that “despite 
the efforts of these people we're 
losing ground competitively.” 
solution he sees is to har- 
immense manpower of 
newspapers, which he estimates at 
15,000 people on the sales side. “If 
each man on our staffs could be 
trained to say something for news 
medium each 
» promised, “we would have 
a sales drive no other medium 
could hope to equal.” 


One 
ness the 


papers as a_ basic 


day,” he 


@ The 400 convention members, 
sweltering in the heat, kept their 
attention glued on such problems 
cooperative advertising, retail 
sales gimmicks, and the building 
up of specific classifications 

John J. Waish, advertising man- 
ager, Palm Beach Co., put a sooth- 
ing hand on the cooperative ulcer 
He listed the various objections to 
co-op, and calmly ticked them off 
He doesn’t think there’s much 
cheating, the agency gets paid for 
doing the work, retailers won't be 
pressured for a 50¢-per-garment 
allowance, and he thinks “inac- 
curacies” are “inadvertent” and 
they are adjusted immediately 

He argued that, with Palm 
Beach's 20-year history in co-op, 
the company has decided that it’s 
a good thing, and it has actually 
built the company’s national bud- 


as 


get, which will assume record pro- 
portions in 1953. Mr. Walsh said 
s - 


policing a cooperative program 
isn’t hard with an unrestricted 
product, that competing retailers 
much of the policing them- 
selves. 


do 


® Actually, Palm Beach expects to 
call on newspapers and enlist their 
aid in lining up retailers to sell 
harder on 35 to 40 items and 15 to 
20 event this year 
Palm Beach's advertising allow- 
ance, which must be matched by 
the dealer, calls for 50¢ on a suit, 
30¢ on jackets and 20¢ on slacks 
The company figures that dealers 
normally have spent about 3% of 
the retail price in advertising retail 
items, and that they should con- 
tinue to do so with Palm Beach 
(a practice which would make the 
dealer spend nearly twice as much 
as his allowance) 

Later Don Bernard, Washington 
Post, warned the convention 
some newspapers will still per- 
mit newspaper billheads to get 
out of the shop and into the hands 


promotions 


| ager of the Patriot 


that | 


PRIZE WINNER—For the closest estimate of the measured hoalf-millivolt coverage of 


recently launched KBIG, Catalina (26,799 


Raymer Co., Hollywood, 


station. 


radio and television station sales representative, 
stop-watch wristwatch from Robert McAndrews 
Looking on is Jack O'Mara of the station’s agency, John |. 


Jack Gale, Paul 
receives a 
commercial manager of the 
Edwards & 


square miles of land), 


right), 


Associates. 


Ledger, Quincy, 
Mass., described how his news- 
paper had worked with state and 
local real estate boards to develop 
a Realtor Month and promote mul- 


| tiple listings. Insisting on an eight- 


of advertisers. He cautioned that 
this practice leads directly to 
fraud, and urged members to 
check their own accounting de- 
partments for other leaks, and 
asked that if they discovered an-| 
other newspaper doing it, they 


pass the word of warning along. 
In 1951, only 58% of the avail- 


|able cooperative funds were used 


Actually, Mr. Walsh told the 
NAEA, newspapers could have had 
84° more revenue (42% unex- 
pended Palm Beach co-op funds, 
and a matching amount from the 


retailer) 


| 


® Philip Salisbury, editor of Sales 
Management, presented the find- 
ings of a study published earlier 
in the year, which indicated among 
other things that the difference 
between retail and national rates 
is not such a factor is usually 
supposed, nor is the cheating on 
rates by retailers too important. He 
also found that 86% of respondents 
to a survey say that their use of 
cooperative advertising has no ef- 
fect on national advertising ex- 
penditure 


as 


| urday 


| 


| ple as “crazy-quilt advertising.” 


On the retail side, Richard E. | 
Rich, president of Rich’s Atlanta 
department store, told the group 


that he believes a regular percent- 
age of a store’s advertising should 
go into institutional or public re- 
lations advertising. 

As head of a store which bought 
4,477,000 lines in newspapers last 
year, Mr. Rich reproved mildly 
the talk of rising costs in newspa- 
pers and other businesses, and par- 
ticularly the theory that advertis- 
ing has reached a point of dimin- 
ishing returns 


“My answer is,” he said, “that it 
has never paid off directly.” He 
went on to explain that he feels 


advertising is an essential tool in 
establishing a store’s goods and 
services 

8 The convention sessions placed 


an unusual 
retail, with 
classified 
users, 


imount of emphasis on 
building 
display 
i description of the fatten- 
ing up of a Saturday night edition, 
discussions of bonuses 
for salesmen and sales manual de- 
velopment. Even the Bureau of Ad- 
vertising’s portion of the program 


reports on 


accounts into 


| rule, 


and contests | 


day advance deadline prevented 
the promotion from hurting classi- 
fied volume 

Carl Gillespie, ad director of the 
Johnstown Tribune and Democrat, 
reported on five years of work 
which built the newspaper's Sat- 
afternoon edition to sizable 
proportions, and which made Mon- 
day (originally the worst day for 
retailers in the week) second only 
to Friday as a shopping day 

The newspaper lumped special 
sales on “spotlight specials” pages, 
something described by Mr. Gilles- 
By 
now, two full pages in the issue are 
taken by department stores; radio 
and television are lumped on the 
amusement page (amusement ad- 
vertising is sold by the classified 
staff), and from 16 to 18 churches 
buy space on the religious page 


® The advertising directors sparred | 
over the importance of the sales 
manual, although of the 
speakers in a panel session now 
have such a manual, and some 
have even reduced it to pocket size 

Stanley A. Ferger, ad director 
(and repeatedly introduced as “one 
of the new owners of”) the Cin- 
cinnati Enquirer, traced the bonus 


most 


| 
system used by his newspaper, |} 
which gives salesmen $2.50 for | 
each new contract, plus 1¢ a line} 


up to 5,000 lines and '2¢ on renew-| 
al (enabling salesmen to average | 
1round $500 a year) 

He four- 
the 


on a 
brought 
contracts to- 
for which the 
$1,090 in prize 


also reported 
month contest which 
newspaper 173 new 
taling 168,000 jines, 
newspaper paid only 
money | 


@An_ old controversy echoed 
briefly as Richards Stephenson, ad 
director of the Richmond News- 
Leader, discussed tie- 
ups with magazine advertising. His 
newspaper has adopted a simple 
he said: If the ad mentioning 
a magazine promotes the product, 
it receives the local rate; if it is 
iimed at promoting the magazine, 
it gets the national rate 

His salesmen were not encour- 
aged to try to line up advertise- 
ments mentioning a magazine, and 


newspaper 


l cuts sent to the newspaper by mag- 


was turned over to retail develop-| 


ment—in this case, men’s clothing 

And the report of Monroe 
ad director of the New York 
on censoring advertising 
dealt primarily with retail prob- 
lems. Mr. Green's report largely 
paralleled AA’s account of Times’ 


Times 
copy, 


Green, | 


censorship last fall (AA, Sept. 24, 
1951) 
® Thurmond W. Sallade, ad man-'! 


azines “wind up in the waste- 
basket.” 

Asked if the policy didn’t con- 
| flict with NAEA’s stated policy 


of charging national rates for ads 
carrying a magazine mention, Mr. 
Stephenson said briefly: “We 
aren’t bound by that resolution; 
we're bound by a sensible policy 
which works.” 

ad director 


® Russell L. Scofield, 


| Talking Picture Service, 


of the Herald and Leader, Lexing- 
ton, Ky., reported on a booklet be- 
ing prepared to brief high school 


students on opportunities in the 
business side of the newspaper 
business. 

Three-quarters of the display 


advertising revisions made by the 


New York Times’ advertising ac-| 
ceptability department affect re-| 
tail store advertising, Mr. Green| 
told NAEA. 

Standards for national adver-| 
tisers are somewhat more elastic: 
“Barring those of questionable 


taste, statements of national adver- 
tisers generally are accepted—for | 
instance, automobile, cigaret, beer | 
advertising, etc.” | 
® Separate regulations are used for | 
classified. He said the department | 
rewards, revises or declines about | 
140 ads a month, 1,600 in 1951 

Garth Cate, chairman of the Na- 
tional Assn. of Travel Organiza- 
tions, told NAEA of the opportun- 
ities in the travel and resort field. 
He pointed out the success of de- 
partment stores in installing travei 
bureaus, pleaded for a Bureau of 
Advertising manual on resort and 
travel, and offered to serve as a 
consultant to help in its prepara- 
tion. 


Releases Film on Plastic 

More than 1,000 plastic products 
and applications are shown in a 
new 16mm., all-color motion pic- 
ture, “Flight to the Future,” pro- 
duced vy Bakelite Co., a division of 
Union Carbide & Carbon Corp., 
New York. The film will be re- 
leased Sept. 1, free except for 
transportation charges, to any 
public or private organization for 
showing upon request to Modern 
45 Rocke- 
feller Plaza, New York 20. The 37- 
minute picture was produced by 
Kaleb Films & Television Corp 


| National 


|Newspaper 
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NAEA Members 
Favor Columns 
11.6 Picas Wide 


DAYTONA BEACH, FLA., June 25— 
The Newspaper Advertising Exec- 
utives Assn. went on record today 
as advocating standardization of 
newspaper column widths at 11.6 
picas set, in anticipation of nar- 
rower newsprint rolls. 

The resolution notes that a dan- 
ger exists that future sales promo- 
tion opportunities will be jeopar- 
dized as newsprint costs increase. 
It set the standard so that it will 
be “possible for advertisers and 
agencies to prepare one size copy 
for all newspapers.” 

The resolution recommended 
that the NAEA committee assigned 
to the American Assn. of Adver- 
tising Agencies and the Assn. of 
Advertisers work at the 
national level, and with the Amer- 
ican Newspaper Publishers Assn., 
to speed up the standardized col- 
umn widths and effect quicker 
newsprint conservation. 

The resolution touched off some 
discussion, with dissenters arguing 
that it might merely delay or con- 
fuse the adaptation of teletype- 
setter. Most of the newspaper men 
seem to feel that this is not a valid 
objection, that the important thing 
is to get settled on a standard. 

This view was voiced by Lau- 

rence Knott, Chicago Sun-Times, 
who argued that the agencies want 
a standard width, and have no pre- 
judice about what width it might 
be, just so it’s standard across the 
country. 
@In New York, the American 
Publishers Assn., 
through its president, Charles F. 
McCahill, Cleveland News, moved 
along similar lines. 

Its board of directors adopted a 
motion directing Mr. McCahill to 
appoint a committee to assemble 
facts regarding the proposal to 
reduce column widths below 12 
picas and to report immediately. 

“The board feels,”” Mr. McCa- 
hill’s statement said, “that all 
angles of proposals for reduction 
in column width below 12 picas 
should be studied immediately 
and reported to the membership. 
The committee will gather infor- 
mation on the mechanical changes 
needed, the need for a change in 
width of mats and electrotypes 
from advertisers, and the effect 
on newsprint production.” 


Boston Agency Moves 

Tippott, Jackson & Nolan, Boston 
agency, has moved its office to 419 
Commonwealth Ave. 


Network Gross Time Charges 


Source: 


Publishers Information Bureau 


NETWORK RADIO 


Ma May Jan.-May Jan.-May 
1952 1951 1952 1951 
American Broadcasting Co $ 3.323.092 $ 2,991,227 $16,.402.402 $14,664,888 
—— Broadcasting System 4.989.424 6.745.098 25.036.805 32,958,144 
Mutual Broadcasting System 1,820,521 1,510,818 8.628.653 7.668.217 
National Broadcasting Co. 3,861,882 5.329.752 20.475.920 25.260.843 
Total $13.994.919 $16.576,895 $70,543,780 $80,552,092 
NETWORK TELEVISION 
American Broadcasting Co $ 1,501,148 $ 1.385.901 S$ 9.434.488 $ 6.941.260 
Columbia Broadcasting System 5.602.634 3.066.249 27.065,274 14,168,546 
DuMont Television Network 775.063 622.646 3.740.274 2.496.088 
National Broadcasting Co 6.822.982 4,946,338 35,162,947 22,495,292 
Total $14.701.827 $10,021,134 $75,403,383 $46,101,186 
NETWORK RADIO TOTALS BY MONTHS 
1952 ABC CBs M8S BC TOTAL 
January $ 3.301.479 $ 5.161.397 $ 1.699.282 $ : 337 353 $14,519,511 
February 3.177.970 4.788.507 600,399 994.018 13,560,894 
March 3,355,715 5.154.077 1.826.527 4 184,074 14,520,393 
April 3,244,146 4.943,400 1,681,924 4,078,593 3,948,063 
ay se 3,323,092 4,989,424 1,820,521 3,861,882 13,994,919 
Total $16,402,402 $25.036.805 $ 8.628.653 $20,475,920 $70,543,780 
NETWORK TELEVISION TOTALS BY MONTHS 
1952 BC CBS DUMONT NBC TOTAL 
January $ 2,020,461 $ 5.074.643 $ 717148 $ 7,259,307 $15,071,559 
February 2.148.467 5.103.043 748,544 6,813,549 14,813, 
March 2.065.052 5,643,123 760,593 7,320,358 15,789,126 
April 1.699.760" 5.641 = Eb. 926 7 ey 751 15,027.268* 
May 1,501,148 5.602.634 5,063 982 14,701,827 
9,434,888 $27,065,274 $ 3 740. 274 $38. ise 947 $75,403,383 


Total $9 
Revised as of June 19, 1952 
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Howe Found Dead 
in Auto; Published 
Amarillo Newspapers 


AMARILLO, Juné 26—Gene Howe, 
66, chairman of the board of the 
Globe News Publishing Co., was 
found shot to death yesterday. De-| 
spondent over his health, Mr. Howe | 
apparently took his own life in the 
back seat of his car on the out-| 
skirts of Amarillo. 

The son of Ed W. Howe, editor of | 
the Globe, Atchison, Kan., for 50} 
years, Gene Howe became publish- 
er of his father’s paper in 1911 and 
organized the Amarillo Globe in 
1924. The company now publishes 
the evening Globe-News, morning 
Times and Sunday Globe-Times. 
Mr. Howe became famous for a 
daily column, “Old Tack,” which 
was trademarked by a picture of 
movie comedian Ben Turpin. 

Mr. Howe's brother, James W., 
was a foreign correspondent for 
the Associated Press for many 
years. 


LOUIS P. STEIN 

Cuicaco, June 26—Louis P.} 
Stein, 58, a founder of Helene Cur- | 
tis Industries Inc., died yesterday 
at his home. Mr. Stein was elected 
board chairman of the company in| 
1947. 


} 
HARRY W. MINCHIN | 

Cuicaco, June 24—Harry W.| 
Minchin, 63, managing editor and 
general manager of Specialty | 
Salesman, died June 22 after ay 
brief illness. 

Born in Winchester, England, | 
Mr. Minchin came to this country 
in 1910 and joined the Ford oped 
Co. in 1913. He later operated one 
of the first Ford agencies in De- | 
troit before joining the Searing} 
Grease Co., Flint. He started with 
Specialty Salesman in 1930. 

Mr. Minchin is survived by ay 
son, Rod, sales representative for 
ADVERTISING AGE. 


WILLIAM C. BARNES | 

MARTINSVILLE, VA., June 24— | 
William C. Barnes, 58, owner of | 
radio station WMVA here, and a! 
former president of Virginia Press | 
Assn., died of a heart attack June 
21. From 1936 to 1949, he published 
the Martinsville Bulletin, local 
daily. | 


KENILWORTH H. MATHUS 
Hartrorp, June 24—Kenilworth 
H. Mathus, 52, former advertising | 
manager of the Connecticut Mu- 
tual Life Insurance Co. here, and 
founder and editor of The Casual- | 
ties and Sureties Journal, New | 
York, died in New Rochelle, N. Y., 

on June 18. 

He was a former v.p. of the In- 
surance Advertising Conference 
and organizer of the Life Adver- | 
tisers Assn. 


Burns W. Lee Moves 

Burns W. Lee Associates, Los 
Angeles public relations consult- 
ant, has moved to larger quarters | 
at 607 S. Hobart Blvd. 


A $15 BILLION MARKET 
AT YOUR FINGERTIPS! 


Don't Ignore It — SELL It! 


Cash in! Get your share of - Food 4 
billion Negro market! Reach 
their homes, sell them the way f —» like 
to be sold—through their own Race pub- 
lications, the ne s and 
they feel closest ‘to, respond best to! 
Negroes are loyal to their publications— 
~ L,- your product is in them; sure 
get your share of the market! $15 | 
filion! legroes spend this much every 
year on every conceivable product! Don't | 
overlook this market—it's right under | 
your nose! For full details oe | 
state United Newspapers, Inc., 545 Fi 
ve. N. Y., serving America’s lead: 
advertisers for over a decade. 


ONE EXAMPLE: [i,,".fe'erenm of this 
rich cates, pee ‘e t beat the New Co 
a 


Dayton Co. Plans $10,000,000 
Minneapolis Shopping Center 
Dayton Co., Minneapolis depart- 
ment store, plans a $10,000,000 
shopping center and residential 
development in suburban Edina. 
About $7,000,000 will go to the 
shopping district and the remain- 
ing $3,000,000 to the adjacent res- 
|idential district. Donald C. Day- 
ton, president, said the center will 
be the first of several with which 
the company plans to ring the city. 
In addition to a Dayton branch, 


space in the center will be rented 


to other MinneapoKs shops on the 
theory that the center must be a 
complete commercial development 
rather than one dominated by a 
Single store. The center is being 
designed by Victor Gruen, Los 
Angeles architect. 


WIST Appoints Vaughn 

Guy Vaughn Jr., formerly com- 
mercial manager of WSPA, Spar- 
tanburg, S. C., has been named 
managing director of WIST, Char- 
lotte, N. C. He succeeds Ray A. 
Furr, who plans to devote full time 
to preparing an application for a 
Charlotte television station. 


How’s your 
sales 


picture? 


IDEAL 

DOG FOOD 

is looked at, 

and heard about, 
7,537,000 times a week* 
in New York area 
homes. 


*New York ARB, May's: 


WCBS-TV 


most of the time 
most New York eyes 
are on Channel 2 


It is turning a nations thumbs.. ; 


green...and UP/ = 


Swift's Vigoro advertisements for many years have 
featured simple vet dramatic feeding tests. The 
test shown above demonstrates that Vigoro is so 
complete and perfectly balanced it can make grass 
sprout, grow and thrive——even in plain sand! 


Tr YOU were one of the two 
million gardeners in World War 
I, you worked with the soil as 
you found it. Or, you experi- 
mented with incomplete plant 
foods such as bone meal, tank- 
age or manure—and hoped for 
the best. 

But failures were dishearten- 
ingly frequent. 

Then in 1924, the Plant Food 
Division of Swift & Company in- 
troduced Vigoro—the first com- 
plete plant food. Actual growing 
tests showed it could make even 
sterile sand as rich in plant nutri- 
ents as finest greenhouse soil. 

Here, then, was a foolproof plant 
food that any gardener could use! 

But would people take to such 


a revolutionary idea? Swift & 
Company thought so, and pro- 
ceeded in a modest way to prove 
through advertising that everyone 
could have a “Green Thumb.” 
Then—as mass selling made mass 
production possible — Swift told the 
news of Vigoro across the nation. 


And in World War II, twenty 
million amateurs became success- 
ful Victory Gardeners. 


Even today, without the incentive 
of all-out war, one-third of the na- 
tion’s nonfarm families have taken 
up gardening. Beautiful landscapes 
now surround millions of American 
homes, making them the “best 
dressed”’ homes in the world. 


The success of Vigoro has brought 
into being scores of competitive 
products. In spite of this, Vigoro 
is preferred by more people than 
are all other brands combined. 


The cost of doing all this with 
advertising? Less than 1/10 of a 
cent per pound this year! 

Thus our client gets effectiveness 
and economy through mass selling 
techniques . . . just as he uses mass 
manufacturing techniques to make 
the product itself widely available 
at low cost. 

Can these benefits of advertising 
be better utilized in your behalf? We 
would be glad to talk with you about it. 
Just call or write. 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N.Y. 


New York, Chicago, Detroit, San Francisco, Los Angeles, Seattle, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, 
Sio Paulo, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, 
Port Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 
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GETS 14 


a year. 


VERTISING AGE. 
about results: 


in ADVERTISING 


OF $20 000 JOB... 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
SO, he placed a classified ad in the 
“Advertising Market Place” 


“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. 
are all from blue ribbon agencies in New York, 
Chicago, Cleveiand, Milwaukee, etc., and the 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 


place to tell your story. 


OFFERS 


columns of AD- 
And here’s what he said 


These 


AGE is the most resultful 


Information for Advertisers 


4382. Restaurants—Third 
Largest Retail Business. 

With Americans spending more 
* $9 billion annually to “eat 

t,” the restaurant business is how 
@ur third largest retail field. In 
“Market Analysis of the Restaurant 
snes American Restaurant 

agazine presents an exhaustive 
Study of the market, covering scope 
@ the industry, modern eating 
Habits, geographic distribution, 

~akdown of the institutional food 

eid, buying practices, buying 

annels, and how to sell the mar- 
4 Interesting illustrations and 
ief media data round 

ture 


No 


4383. 
portation 


Analysis of Bus Trans- 
Market. 

SBus Transportation offers its 
Both Annual Review of Industry 
Progress,” detailing the manner in 


hich the industry spends over 
00,000,000 annually on buses, 
el and lubricants, repair parts, 


ties and buildings. Charts and lists 
iow vehicle production, miles 
‘rated, passengers carried, reve- 
Nue, etc., for all types of bus opera- 
tions in the U.S 


4384. Movie and Confession 
Readers Studied 

True and Motion 
Picture offer a new study, “Reader 
Characteristics,” covering age 
groups, marital status, length of 
marriage, of durables, 
percentage of families with chil- 
dren, living quarters, annual fami- 
ly income, education, occupation of 
head of family, etc 


No 


Confessions 


possession 


No, 4385 


ences 


Babies as Buying Influ- 


What impact does the arrival of 
the baby have on the family pur- 
chases? In “Baby Talk Reader Sur- 

vey, Volumes | and 2,” Baby Talk 
offers studies covering brand pref- 


out the, 


erence of baby products, facts 
about the new mother market as 
to foods, clothing, cosmetics, etc. 
No. 4386. Sailors with Money to 
Spend. 

“$20,766,343—A Whale of a Mar- 
ket” is a new fact folder offered by 
Rudder Magazine, giving data on 
the market among yachtsmen both 
for boats and equipment and gen- 
eral merchandise. Forty per cent of 
the readers have incomes over 
$10,000. 


No. 4387. South American Power 
Market. 

“Directory of Latin American 
Power Plants” is a new booklet of- 
fered by Industria, giving names of 
operating companies, area served 
by each station, type of station, 
capacity of each plant, and a coun- 
try-by-country market guide for 
each major item of electrical ma- 
chinery and equipment bought by 
Latin Americans from the U.S. 


No. 4388. Hotel Market Analyzed. 

“Market & Media Data” is a new 
NIAA-type presentation booklet 
offered by Hotel World-Review. It 
covers market, readership, editori- 
al content and staff, rates, special 
issues, advertising history and 
services, etc. 


No. 4391. Directory of Photographic 
Equipment and Supplies. 


“54th Annual Catalog” is the 
title of Burke & James’ new book, 
listing, describing, and pricing 


thousands of items of photographic 
equipment and _ supplies from 
adapters to Zephyr file cases, cov- 
ering all kinds of cameras, lenses, 
projectors, slide viewers, screens, 
dark room equipment, etc. A must 


reference for professional photo- 
graphers, art departments, and 
shutterbugs 


Note: Inquiries for the items listed above will not be serviced beyond Aug. 11. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Il. 


NAME 
COMPANY 
ADDRESS 

CITY & ZONE 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 
—please print or type) 


STATE 


THE ADVERTISING MARKET PLACE 


Retes: 
lines (maximum—two) 30 letters and 


90¢ per line, minimum charge $3.60. Cash with order. 


Figure all cap 
spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


LAYOUT ARTIST WANTED 
Small northwestern Ohio agency has im- 
mediate opening for capable layout man 
Should be able to do some finished art 
as well as make sparkling comprehen- 
sives for catalogs, sales literature, publica- 
tion ads and direct mail. Send complete 
resume (no samples) and salary require- 
ments to BOX 5152, ADVERTISING AGE, 
E. Illinois St., Chicago 11, Il 
FRED J. MASTERSON 
ADVERTISING — PUBLISHING 
PERSONNEL 
All type sof positions for men and women. 
185 N. Wabash *R2-0115 Chicago 
ART CHIEF 
National merchandising organization has 
immediate need for top flight creative 
artist capable of making sparkling line 
and wash illustrations with plenty of 
sales appeal. Experience in home appli- 
ance and related merchandise is essential 
We want a man with a broad background 
of commercial art experience who can 
take charge of a six man art depart- 
ment—a leader who can inspire others to 
do better work as well as produce first 
rate art himself 
Starting salary will be commensurate 
with the ability and experience of the 
man gelected. Employee benefit plans in- 
clude? profit sharing, retirement income, 
group insurance, merchandise discounts 
and paid vacation. In reply state age and 
previcus experience 
Box 5154, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
ACCOUNT EXECUTIVE - Progressive 
Phila. agency offers once-a-lifetime op- 
portunity with share in management to 
man who can build new business. Leads 
and campaign ammunition furnished. Must 
have agency experience. Our men know 
of this Ad 
BOX 5159, ADVERTISING AGE 
801 Second Ave., New York 17, N 
ADVERTISING MANAGER 
Large retail furniture store in Columbus, 
Ohio, has opening for qualified person to 
supervise newspaper, T.V. and direct mail 
advertising. Retail experience in layout 
and display required. Excellent opportun- 
ity for aggressive person who wants se- 
curity plus excellent salary. Write fur- 
nishing all qualifications to 
5153, ADVERTISING 
200 E. Illinois St., Chicago 11, 


AGE 
Ill. 


MOLENE 
PERSONNEL SERVICE 
Copywriters 
Editorial Artists 
Promotional 
BANKERS BLDG. ANDOVER 3 4424 
MONTHLY TRADE JOURNAL, over 60 
years in business, has opening for aggres- 
sive salesman. Some knowledge of adver- 
tising and publishing helpful. Locate New 
York City. Write full details 
BOX 5163, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS- a ACEMENTS 
209 S. State St Ha 7-2063 Chicago 
COPY, LAYOUT, IDEA WAN experienced 
in industrial advertising. Prefer man 
living in Fox Valley or Western Suburbs 
Good job, plenty of opportunity. Day or 
evening interview 
BOX 5164, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
ARTIST FOR POINT-OF-SALE 
If you are an artist who has experience 
in point-of-sale-If you are strong in 
lettering and layout-If you can render 
clean “comps” for client presentation, 
Chicago office of large lithographer has 
immediate opening to assist art director 
Salary determined by ability 
BOX 5166, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 
ANIMATION - Commercial and 
animated or <q titles for TV 
script to screer 

BOX 3138, “ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


technical 
- films from 


2 East 42nd S 
CHANIN BLDG. SUBLET 


e 48th fl 


Complete e installatior ludes 
20 outside offices, floor covering, e 
BRETT, WYCKOFF, POTTER, se INC. 
400 Madison Ave., N 
Helen L. Rhoades 
Arthur FitzGibbon EL 5-6900 


WHO WANTS THiS GUY? 
. besides his happy family. 
cessful ad and sales prom 
the salary ceiling with his co 
for an Agency opportunity. He’s handled 
industrials, appliances, specialties, house 
organs and publicity. He can create, write 
service and merchandise. He 
mechanics and prod. He's in 


mgr., near 
and looking 


the midwest, age 37, eager and healthy. 
Present salary $7200, he wants a chance 
to grow. Replies answered at once 
BOX 5156, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
WANTED TRADE PAPER 
Space salesman covering Ohio, Mich. W. 
N.Y. W. Pa. can give top flight repre- 


sentation to an established trade paper. 

BOX 5155, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ll. 

ADVERTISING EXECUTIVE 
FOR AGENCY OR MANUFACTURER 

Bedrock foundation and unlimited po- 
tential! Now executive of national public 
relations firm but wish to return to ad- 
vertising. For a number of years with top 
ad agency where accomplishments speak 
for themselves. Sound knowledge of ad- 
vertising, merchandising, marketing, pub- 
lic relations, sales administration for both 
consumer goods and industrials. Over a 
decade of basic experience crammed into 
my 32 years means that my years of 
greatest accomplishment lie ahead. Mar- 
ried, college graduate. Salary secondary 
to opportunity for permanent association 
and future growth 

BOX 5160, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

COPYWRITER, 7 YRS. EXPER. 
Age 33. Cons. & trade space, dir. mail, 
sales prom idea, layout, prod'n. CHICAGO 
ONLY! 


BOX 5165, ADVERTISING AGE 

200 E. Illinois St., Chicago 11,0 

BUSINESS OPPORTUNITIES 

DETROIT AGENCY FOR SALE 
Perfect setup for a real production-wise 
principal or a two man team just move 
in and carry on with present trained staff. 
All client and supplier relations are well 
established and secure. Nationally recog- 
nized, D&B rated, Proven profitable, 
Good reputation and location 
Variety of industrial, trade and consumer 
accounts. ..No retail. Present net income 
divided equally between Space, Direct 
advertising ‘no D.M.) and Production 
can be adjusted to new owners abilities 
and desires. $10,000 cash will buy and 
finance this neat operation. Will actually 
pay for itself in less than one year 
serious, experienced and financially 
buyer will be considered. . 
answer this ad. Buyer must stand thor- 
ough investigation. Prove your intent by 
writing in full detail. All inquiries confi- 
dential of course. 

BOX 5151, ADVERTISING AGE 

200 E. Lllinois St., Chicago 11, Ill. 

WANTED! MAIL ORDER BUSINESS 

Wanted to buy small mail order business 
that can be operated from anywhere in 
J. S. Part time business preferred if it 
has expansion possibilities. 

BOX 5161, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ll. 

CHANCE OF A LIFETIME! 

For Sale - Monthly business magazine for 
fast-growing industry Established five 
years. Controlled. Owner has other inter- 
ests. $10,000, terms. Address 

Box 5150, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Lil 


MISCELLANEOUS 


able 


WHAT IN CREATION DO YOU WANT? 
Chgo copy chief ‘nat'l age’y) supplies 
copy, art and salable ideas for those de- 
siring the best profesional work. Will dis- 
cuss free-lance or agency service. Your 
confidence respected 

BOX 5162, ADVERTISING AGE 

2¢0 E. Illinois St., Chicago 11, Ill. 


AGENCY ART DIRECTOR 


Chicago agency wants art director with 
ence in designing national magazine fashion 
ads. Experience in design of shampoo and 
cosmetic ads heipful. Must have had experi- 
ence in working with ads utilizing fashion 
model photography and drawings. The man we 
hire will do clean roughs, supervise art, and 
participate in client contact. Call Mr. Willson 
at DElaware 7-1045 or send full information 
to: Box 176, ADVERTISING AGE, E 
Illinois St., Chicago 11, Illinois 


experi 


RESPONSIBILITY - OPPORTUNITY 


This genuine opportunity in major oil 
company sales promotion belongs to a 
writer who can think like a salesman and 
use the dealer's language. First responsi- 
bility for the best in dealer and sales 
periodicals comes after field indoctrina- 
tion. We'll pay suitably for a man 25-30 
with editorial-creative background. We'll 
be interested in a man slighity less sea- 
soned if he demonstrates the initiative, 
clear thinking and creative ability this 
job demands 

BOX 185, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ili 


EXCEPTIONAL OPPORTUNITY 
FOR SUCCESSFUL PRINTING 
AND LITHOGRAPHIC SALESMAN 


producer of highest quality 


has opening for an 

who knows the mark 
and who has airea dy arriv Streamlined 
midwest plant (near Chicago) has both offset 


and letterpress multiple color equipment with 
complete t plate department, composing 
rom. ete. Features an outstanding 
art ad ita Beautiful modern p! 
with ,* story ration for « e 
cten. ‘op fin encleh ratin: terri 
tories available At ive compensation 
lan, Replies confidential. Our people know 
of this ad. Write Box 
Advertisi 
200 E ae: ag se. 
Chicag: 


INJECTION MOLDED PLASTIC SIGNS 


bar, signs of OK C's 


model making service. 


High relief counter, cash register, back- 


polystyrene gives you sharpest detail 
combined with greatest durability and 
economy. Use our complete design and 


injection molded 


Only | 


-no others need | 


| 4 
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TOP FLIGHT NATIONAL 
ADVERTISING, 
MERCHANDISING AND 
SALES PROMOTION 
DIRECTOR AVAILABLE 


This man has inspired sales forces to 
unusual efforts; secured maximum and 
more than maximum cooperation and 


He's a suc- effort from some of America’s top ad- 


vertising agencies and media; devised 
sales promotional and point-of-sales pro- 
grams with cumulative sales power which 
permitted increase in badly needed con- 
sumer advertising without increasing 
total budgets; devised a mail and call 
campaign which quadrupled sales and 
distribution in weak territories. 

Fffected economies and re-organized 
a lethargic advertising, sales promotion 
and public relations department into an 
efficient and dynamic team; knows the 
principles of properly balanced expendi- 
tures among the various media which 
often turns a falling program into a suc- 
cessful profit-producing campaign; is an 
expert copy critic and idea producer 
who regularly contributes to and thus 
inspires the agency effort. 

Has never exceeded an annual budget, 
but has often increased one—based on 
increased sales. He directed laboratory, 
product, media and market research, 
making use of Neilson, Gallup, Starch, 
Politz and other top researchers. 

If you are unhappy with the results 
your advertising and sales promotion is 
producing, the service your advertising 
agency is rendering, if you are in doubt 
that you are spending too much here or 
not enough there, and if you need a 
dynamic leader to inspire an organiza- 
tion to pull its full weight, this is your 
man. 

Age in the forties—excellent health— 
and, of course, the references to back up 
the claims. 


Box No. 184, ADVERTISING AGE 
801 Second Ave., New York 7, N. Y. 


ACCOUNT EXECUTIVE 
AVAILABLE 


12 years’ advertising experience including 
10 years with 4A Chicago agency cul- 
minating with executive work on $750,000 
account. Broad experience in media, re- 
search, production, office management. 
Both hard and soft lines. Employed now 
but looking for an opportunity to expand. 
Top references. Age 31, married. Would 
appreciate an interview. 


Box 188, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


2 DISTRICT MANAGERS 


One of our clients is looking for two top men 
to fill two new sales positions, immediately. 
Will lead to District Managerships. Responsi- 
bilities include organizing and supervising of 
distribution of a line of industrial sealing tapes, 
protective coatings and sealing compounds. 
Pacific Coast and Midwest 

Medium size, fast growing company. Excellent 
financial rating. Aggressive spirit. Quality prod- 
ucts backed by strong promotional work. The 
kind of future with unlimited opportunities 

If you feel that one of these spots fit in with 
your ambitions, and would like to discuss the 
matter with our client personally, drop us a 
| line. Outline your background and other perti- 
~— data. Enclose a photo if convenient. Salary 

Ss open. Replies held in strict confidence 
Write Van der Boom + Hunt « McNaughton, Inc 


672 S. Lafayette Park Place 
Los Angeles 5, California 


ADVERTISING SALESMAN 


High calibre salesman with excellent 
record of personal selling and terri- 
torial 


area 


management seeks 
1ent. Accust 


Chicago 


d to sell- 
ing top level management. Income 
over $15,000 for last ten years. 
BOX 187, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, III. 


ART DIRECTOR 
Formerly YOUNG & RUBICAM 
Now available 


BOX 186, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Hil. 


|I want to get 
‘\back into harness 


I'm a recently retired trade-paper publisher 
with a sizzling sales record. Would like to 
manage a Chicago branch office. Address: 
“Publisher”, c/o Kencliffe, Breslich & Co., 
Adv. Agts., 221 N. La Salle St., 
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WELCOME—Here Ross Corbit, president of Hiram Walker Inc., gets a scroll from 

Robert F. Christenberry, president of the Broadway Assn., as Hiram Walker's 

new spectacular lit up the sky behind Christenberry’s back. The new sign costs 
$200,000 a yeor to cperate. 


$200,000 Sign for 
Canadian Club Goes 


Up on Times Square 


New York, June 24—At 11 p.m. 
June 17, the outdoor spectaculars 
in Times Square, “brightest spot 
on earth,” started to go out one by 
one. Strollérs wondered what was 


happening but at 11:05 p.m. they 


knew the answer. 

In an unusual gesture the blue 
chip community of outdoor adver- 
tising welcomed its newest resi- 
dent, Canadian Club whisky. Lo- 
cated on the north end of Times 
Square at 47th St., the spectacular 


is said to be one of the brightest; 


ever to advertise a commercial 
product. In one minute and a half, 
28 different changes in lighting can 
be made on the sign, which stands 
48’ high and 62’ wide. The script 
letters, “Canadian Club,” range 
from 12’ to 22’ in height. 


s Built by Artkraft-Strauss, the 
sign contains approximately 25,- 
000 incandescent lamps, over two 
miles of neon tubing and more 
than 100 miles of wire. One thou- 
sand separate circuits control the 
sign. Yearly cost of operation will 
be upwards of $200,000 to Hiram 
Walker Inc., U. S. importer of Ca- 
nadian Club. 

To make the “blackout” pos- 
sible required the most careful 
timing and the services of more 
than 100 electricians, since most 
of the signs are controlled by time 
switches and had to be turned out 
individually. 

Top Hiram Walker officials from 
the U. S. and Canada and Hiram 
Walker distributors from the east- 
ern seaboard and Canada—some 
300 in all—watched President Ross 
Corbit pull the switch to light the 
sign, from the roof of the Astor 
Hotel. 


‘s Canadian Club was founded by 


Hiram Walker in 1857 under the 
name Club Whisky. Most distillers 
did not bottle or sell their products 
but Mr. Walker wanted a distinc- 
tive identity for his product. 

The success of the whisky 
prompted some distillers to take 
action against it. About 1890 they 
forced Mr. Walker, by federal reg- 
ulation, to insert the country of 
origin on the label. The name sub- 
sequently became Canadian Club. 


Pulse BAB Study 
Finds Two Sets in 


Most Radio Homes 


New York, June 24—“Today's 
radio family is a two-radio family,” 
according to a newly released 
Pulse Inc. study covering 20 metro- 
politan markets. 

The extra set study, done by 
Pulse for Broadcast Advertising 
Bureau, points out that “if all the 
radios were spread out evenly 
among all families, each family 
would own 2.11 radios.” 

BAB financed the study in order 
to collect more data on the number 
and placement of extra sets, par- 
ticularly in those homes with TV 
sets. The report also covers loca- 
tion of radio sets and how multi- 
ple-set ownership varies with TV 
jownership and economic status. 


order in the house. (Automobile 
radios were not included in this 
count.) 


‘. 2. Breaking down the 66.1%, 
| 37.1% reported two sets, and 29% 
three or more. More than one home 
in every 10 have four or more 
radios. 

3. In general, the more radios 
the family owns, the higher its 
reported income. 

4. Most of the radios are located 
outside the living room—63.5% 
outside, against 36.5% inside. 

5. Kitchen radios are on hand 
in 46.4% of the houses visited and 
bedroom sets were found in 47.2%. 
* As would be expected, TV and 
non-TV homes differ markedly on 
the location of radios. While only 
62% of the latter have a radio in 
the living room, 75.5% have a set 
in this room. 

The study has been incorporated 
in a 16-page booklet now being 


As a protection against imita-|s Interviews were made in Atlan- distributed to BAB members. 


tors, today’s label is made of wat- 
er-marked, silk-threaded paper 
similar to that used for paper cur- 
rency. : 

The value of the Canadian Club 
trademark is attested to by the 
fact that when Mr. Walker's heirs 
sold out in 1926, the purchase 
price was $14,000,000. Of this, $9,- 
000,000 was for the good will at- 
tached to the name Canadian Club. 


Third Music Ad Contest On 


The American Music Conference, 
a public service organization to en- 
courage increased participation in 
musical activity, has announced its 
third annual Advertising Awards 
Competition for the best musical 
themes in ads for non-musical 
products or services. Closing date 
for entries is Jan. 19, 1953. Awards 
will be announced March 15. Lit- 
erature on the contest may be had 
from AMC's public relations coun- 
sel, Philip Lesly Co., 100 W. Mon- 
roe St., Chicago. 


Kaiser Promotes Moyer 
Kaiser-Frazer Corp. has promo- 
ted K. S. Moyer to general sales 
manager of the company’s newly 
created western division. The pres- 
ent regional offices will be ab- 
sorbed into an extended divisional 
organization with headquarters in 
San Francisco. This is part of an 
expansion program under which 
the sales divisions will increase 
from four to seven divisions with 
headquarters in New York, Wash- 
ington, Dallas, Atlanta, Detroit, 
Chicago and San Francisco. 


Campaigns for New Shirt 

The largest campaign ever 
planned by Acme Glove Works 
Ltd., Montreal, will feature the 
Self-Sizer dress shirt, with auto- 
matic self-sizing collar. Copy will 
appear in magazine sections of 


weekend newspapers, trade pub-| 


lications and double-size street car 
cards. The campaign opens with 
a four-page spread in two colors 
in trade papers. Schneider, Cardon 
Ltd., Montreal, is the agency. 


Aldridge Resigns Account 

A. E. Aldridge Associates, Phil- 
adelphia, has resigned the Quaker 
Rubber Co. account, which the 
agency has been handling for a 
number of years. 


Aitkin-Kynett Resigns Account 

Aitkin-Kynett, Philadelphia, has 
resigned the account of Jerclaydon 
Inc., Miami Beach. Until a new 
agency is appointed Aitkin-Kynett 
will continue to service it. 


With our 35 years experience... 
highly trained staff . . . our complete labo- 
ratory and latest equipment, we produce 
quality TV spots, show openings, ete., at a 
price lower than anyone else can touch. 


Send us your copy for estimate 


with our 


-FILMACK STUDIOS 


1335 S$. Wabash 


Chicago 5, Ill. 


|ta, Birmingham, Boston, Buffalo, 
|Chicago, Cincinnati, Cleveland, 
|Detroit, Los Angeles, Miami, Min- 
|neapolis-St. Paul, New Orleans, 
|New York, Philadelphia, Rich- 
mond, Rochester, St. Louis, San 
Francisco-Oakland, Seattle. and 
Washington. 

In general, the report found, 
there are twice as many multiple- 
set radio homes as there are homes 
with but one radio set. Pulse found 
an average of 2.34 radios in TV 
homes, compared with 1.87 radios 
in the average radio-only home. 

Also among the findings: 

1. Some 33.9% of the homes 
have only one radio; 66.1% have 
imore than one radio in working 


Koret Plans Fall Campaign 

Koret of California, San Francis- 
co women’s sportswear maker, 
plans to launch a national cam- 
paign about Aug. 1 to promote new 
developments in the fiber fabrics, 
basic contents of which are the 
“miracle fabrics orlon, nylon and 
dacron.” Fall schedules are planned 
for Charm, Glamour, Good House- 
keeping and Mademoiselle. Abbott 
Kimball Co., San Francisco, is the 
agency. 


Names Doyle & Hawley Rep 


| Doyle & Hawley, San Francisco .. 


and Los Angeles, has been appoint- 
ed Pacific Coast representative for 
the Knoxville Journal, effective 
July 1. 
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Appoints Audrey Gill 

Audrey Gill, in the advertising, 
promotion and _ merchandising 
fields in Buffalo and New York for 
the past 10 years, has been named 
publicity director of WNHC and 
WNHC-TV, New Haven, succeed- 
ing Joseph Robinson, who has been 
named to head the stations’ new 
merchandising division. 


ZE-STIK 


CRYSTAL CLEAR 


Self-Adhesive on 


After successful 3-month test by 
American Express resulting in reorder, we 
announce EZE-STIK self-adhesive trans- 
parent acetate point-of-sale display with 
crystal clear adhesive covering entue 
back or front. 

ATTACHES in a jiffy to any smooth clean surface 
and adheres firmly indefinitely 

EFFECTIVE. Can be produced with clear ad- 
hesive on face side permitting attachment 
to inside of windows and doors 

ALSO IDEAL for mirrors, refrigerator fronts, 
cash register, show cases, etc 


Write for complete information and sample. 


EZE-STIK PRODUCTS CORP. 


Dept. a4, 424 W. 33 Street, New York 1, 
Chicago Office: 228 N. LoSalle $F, 


ee DOR PAE RT, he ai 


“Program- Wise’... .* 


Does the farmer stop milking his cows during the summer? 
Ridiculous! No more than the KMBC-KFRM Service Farms stop 
farming during the summer—or no more than Phil Evans, Bob 
Riley or Jim Leathers stop passing out that vital farm information 
to the Heart of America farmer who turns on the radio in his barn 
to catch KMBC-KFRM farm programs while he gets his milking 
done. Or no more than the Team’s News Department stops dis- 
seminating the latest news in eleven daily newscasts. Yes indeed, 
KMBC-KFRM is “program-wise.”” Summer time 
Team is on-the-air with the kind of programming that it knows 
from thirty years of broadcasting experience the largest share of 
the audience will return to, and listen for, day after day. 


wintertime, the 


It is this program wisdom which has long since placed The 
KMBC-KFRM Team in top spot in The Heart of America—and 
continues to keep The Team in that spot by a comfortable margin. 


* This is the first of a series of The KMBC-KFRM know- 
how which spells dominance in the Heart of America. 


KFRM program story. BE WISE -- REALIZE 
America Wholeheartedly it's 


Call KMBC-KFRM or your nearest Free & Peters Colonel for the KMBC- 
to sell the Whole Heart of 
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Never Underestimate the Power of a Woman! 


Nor the power of the Number 1 women’s magazine... 


Total Journal circulation averaged 4,700,060 for the first three months 


§ 
aa of 1952, nearly 350,000 more than the next largest magazine for +vomen. 


~~ JOURNAL 
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Advertising Age, June 30, 1952 


PHOTOGRAPHIC 
REVIEW 


35TH ANNIVERSARY—John F. Burke (second from left), promotion director of Mc- 
Graw-Hill International Corp., being congratulated recently by Eugene P. Warner, 
senior v.p. and general manager, on the occasion of a staff luncheon for Mr. Burke 
on his 35th anniversary with the company. In the background are J. Clifford Stark, 
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GOWNS LIKE LINOLEUM—These four models were garbed in 
dresses patterned after the Gold Seal linoleum they sat on for 
this picture taken at Congoleum-Nairn’s new $150,000 showroom 
in the Merchandise Mart in Chicago o week ago. Looking on 


and sales promotion; Art R i to the president; 
Emerson Foote, v.p. of McCann-Erickson, Congoleum’s agency; 
Douglass L. Mann, general sales manager; T. L. Shaffer, Ist v.p.; 
W. J. O'Hara, general district sales manager, and R. F. Jones, 


v.p. and general ; John F. Chapman, v.p., and K. Presbrey Bliss, 
v.p. ond advertising director. 


are (from left) Mark Egan, Congoleum’s director of advertising director of marketing. 


FRENCH LEGION—Dr. Barclay Acheson, 
director of Reader's Digest International 
Editions Inc., is shown wearing the French 
Legion of Honor medal, awarded him by 
Count Jean de Lagarde, French consul 
general, in recognition of the Digest’s 
“contribution to international understand- 
ing and solidarity.” 


DISCUSS VISQUEEN DRIVE— Officials of the Preston division of Visking Cofp., 
Chicago, discuss a new ad p for Vi film made by 
division, with Irving Auspitz, executive v.p. of Weiss. & Geller, Chicago (third 
from left). In July the division will start a campaign thot calls for a page in N: 
week and color spreads in 12 trade publications every month. Direct mail also will 
be used. Pictured above are (I. to r.) J. Bernard, sales manager; E. B. Cahn, gen@ral 
manager; Mr. Auspitz, and W. R. Henrich, ad manager. : 


SMILE PRETTY—These three young ladies wearing, from left to right, sun glasses 

with robins and flowers, sun glasses built into a fan, and sun glasses with um- 

brellas on the frames, give press photographers a preview of whot to expect in sun 

glass fashions this year. Occasion was the industry-wide style show sponsored by 

the L. J. Houze Convex Glass Co. Point of sale consumer promotion was in high 
gear during National Sun Glass Week, June 22-28. 


Pittsburgh Post-Gazette, and Sen. Homer E. Capehart (R., Ind.) Bottom row: Russell . Scofield, Lexington 
Herald and Leader; Walter J. Matherly, dean of the college of busi istration, University of 
Florida; Walter Everett, American Press Institute; W. P. Engel, president, Birmingham Chamber of Commerce; 
W. F. Aycock Jr., Birmingham News and Post-Herald, and Richard E. Rich, Rich's, Atlanta. 


AT NAEA MEETING—Gathered at the summer session of the Newspaper Advertising Executives Assn. were 
(top row, from left) Louis E. Heindel, Madison Capital Times and State Journal; Laurence T. Knott, Chicago 
Sun-Times; Donald M. Bernard, Washington Post; James J. Burnett, Binghamton Press; Cal Fountain, 
Lancaster Newspapers Inc.; Sam P. Calloway, Florida Times-Union; Herbert G. Wyman, president of NAEA, 
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LIFE in Spanish will open 
new vistas in Latin America 


From the balcony off their bedrooms, guests in Pana- 
ma’s windowless, doorless hotel, E/ Panama, get a com- 
manding view of the Pacific. 

From the new Spanish-language edition of LIFE IN- 
TERNATIONAL—to be published in January of 1953— 
Latin Americans will get an encompassing view of the 
world, 


The first top-quality picture magazine edited in the U.S. 
and published in Spanish especially for Latin America, it 
will open new vistas on democracy’s ideas and inventions, 
products and people, places and events, 

Similar in format to the world-wide English-language 
edition of LIFE INTERNATIONAL, the Spanish-language 
edition will provide a prestige showcase for advertising 
from the top of Mexico to the tip of Chile. 

If you would like to obtain further facts about LIFE 
INTERNATIONAL’s Spanish- and English-language edi- 
tions, please write us at Time-Life Building, 9 Rockefeller 
Plaza, New York 20, New York. 


Only LIFE INTERNATIONAL has such picture impact. 
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Weeklies, Bi-Weeklies, Semi-Monthlies 
3.9 4 23.2 


t*Capper’s Weekly ........ 


*Christian Advocate 
tCollier’'s ..... 
tCue ... 


tNew Yorker ...... 
ee 
re 
*Presbyterian Life 
8*Quick .... é 
tSaturday Evening Post 
tT \*Saturday Review 


Total Group ........ 
tFive issues in May 1952 


May Advertising Pages and Linage in National Magazines 


Official Figures as Compiled by Publishers Information Bureau 


Publications with an * report directly to Apvertistnc AGE 


Pages —__———tLines——_—_—_—____—_—. Pages ——_—_——Lines __—_—___.. 
“ “ an. -M. .-M. “ Ma Jan.-May Jan.-May May May dan.-May Jan.-May May May dan. -May dan.-May 
1982 198k 952 “osn” «= sd982S 9h 1952 1951 1952 1951 1952, *195)s«982—S«195] 1952 1951 
ee eee 24.0 19.6 89.9 76.8 16,327 13,354 61,221 52.253 
2 ok Seep 2 2.2 125 111 5.328 4,77 
25.4 8,690 9,230 52,080 56,887 | *Open Road ...... 95 106 38.2 42.0 4 4,555 16,385 17,981 
22.4 21.7 131.3 122.5 292 990 366 50,706 tScholastic Magazines ...... 59.3 48.6 167.2 175.1 24.893 20,381 70,205_ 73,494 
— = es & 4s ka “<6 (tie _plotal Group... T1S9 i005 8656 KT SH IBEAT GOR «198,229 186.964 
Bo MP te et Mee oes th UE | Oder See 
369.2 355.1 1,578.8 1,656.1 Y : ,073, .125, 
1226 1686 Sch2 6364 83311 101048 ‘383584 432659 Outdoor & Sports 
419.3 312.6 15915 1,410.4 179,703 134.082 682,064 605,051 ‘*American Rifleman ........ 50.5 46.0 2596 2178 21.674 19,719 111,404 
277.4 59.2 1,286.3 1.1946 116,342 108,711 539.578 502,073 Field & Stream . 64.1 72.4 300.4 316.2 27.552 31,088 128. 135.648 
49.0 53.7 222.7 214.9 20,587 22,547 93,542 - 90,190 | *Fur-Fish-Game . 20.7 19.7 106.5 101.1 8,866 8,436 45,677 43,316 
12.3 12.8 72.6 65.9 5,172 5,382 30,528 27,698 | +*Hunting & Fishing 32.1 38.6 152.4 135.1 13.783 16.552 65,422 58 
38.0 30.0 156.0 136.0 -  —— — — ae | Suttew GP ....... 67.1 62.0 293.4 287.4 28,765 26.651 125,810 123,347 
469.8 424.3 1,862.1 1,801.6 319,330 288.431 1,265,799 1,224,541  *Qutdoor Sportsman 120 «145 582 621 5152 6.258 26.353 
et a6 238-4 276-3 26.082 fpf rth] ory Sports Afield .... akoes 65.4 65.6 263.1 275.0 28.059 28,151 112,890 117,943 
. : ; ‘ . Total Group ........... . ‘ro “ies Ta3x6 T3007 33851 136855 615,146 598,039 
325.0 343.3 1,527.9 1,580.0 136,444 = 144,158 = 641,083 663.345 | icombined with Outdoorsman in February 1951; no January 1951 issue. 
2146 41346 936.1 618.6 90,058 56,475 392.882 259,595 


. Fye3e Taisé i1d0e1 109306 1442125 1336395 157,018 6,032,375 | * . , ; 
: four issues in May 1951. Not included in = full-page units accepted. |||Larger | Magazine Linage Trend Figures in Thousands 
| 


page size (429 lines) in 1951. {Four issues in May 1952; five issues in May 


’ 
Women’s WEEKLIES 
*American Family 15.3 7.2 77.6 40.3 542 3,096 33,308 17,178 1952 
“Better Living 47.0 41.4 1 41.4 20,124 17,754 83,553 17,754 
Everywoman’s ...... 41.0 24.6 201.5 122.8 17,567 10,560 86.377 52.635 | MAY | | 442 a 
Family Circle ...... 73.3 60.3 329.3 280.0 31429 25,826 141,139 120,029 2 
Good Housekeeping 148.4 1845 6313 7324 63.463 78.992 270,255 313,473 apr.[ 1.394 
*Holland’s Magazine 190 179 1035 105.2 8.157 7,687 44,399 45,150 “ft, 
Household .......... 50.1 483 2279 2302 21,469 20,661 97,544 102,444 
Ladies’ Home Journal 119.9 1489 5013 607.0 81,478 101,201 340,828 412,690 1951 
McCall's Magazine 73.0 745 3799 3588 52,977 646 258,295 MAY 
Parents’ Magazine 81.0 66.0 316.2 309.4 ‘679 6.248 135.435 132,533 1.336 
Seventeen ...... 125.9 109.4 1 5076 85,621 74,401 735 
Today's Woma 70.6 83.6 2841 326.0 30,249 5,854 121,814 139.759 
“Western Family: 
Southwest Edition 445 425 1897 2010 19,077 18,252 85,448 86,266 
°ZMountain Edition 38.7 a 158.1 oe 6.621 — 67. _ 
Northwest Edition ..... 40.6 40.3 173.0 194.3 17,406 17.306 74,228 83,356 
No. Calif. Edition .. 425 379 1725 175.4 18.235 16.246 73,91 194 
*Woman's Day ......... 78.0 748 3735 6 3,384 32,034 159,850 145,921 
Woman’s Home Companion 70.7 93.7 341.1 398.2 48,064 63,721 231,951 270,759 
Total Group ........... T0627 [0776 46561 46099 554,280 568,933 2432931 2,445,592 
"Started publication in May 1951. zNot included in totals. "See note at end of linage tabulation. “Started publica- 
tion in September 1951. 
General 
*American Artist 282 355 145.6 1792 11,859 14,919 .168 75,250 
*American Forests 123 16.7 75.1 73.6 5.180 7.028 31.570 : 
= i i M$ ams gl uae fae 6 2 aie | 
merican agazine . , : Y ‘ ' ‘ \ ; 
ME wiietcs<s, sos 4193S otbe. «ome ops = RoR] = as'830«—=saz.2g2_-« Science & Mechanics on 
Atlantic 29.1 20.1 133.0 101.6 12,236 8.442 55,813 42.631 Mechanix IMustrated ......... & 66.9 389.1 364.6 15,389 14,993 87,136 &l 
*Christian 31.9 24.6 216.4 202.2 13,680 10,537 92.828 86,721 | Popular Mechanics .......... 145.6 1246 855.5 680.4 32 27,900 191, 15, 
*Columbia 5.0 45 33.9 29.3 3.404 3,091 23.028 19.983 Popular Science .......... ; 122.5 111.6 675.6 615.1 27,440 25,004 151,322 137 
Coronet _ 15.0 20.0 63.0 105.0 2,730 3,640 11,466 19,110 WOE aise cascsieeses “SF “HTT T9202 Teor 5435 “67897 430,08 71 
i, “Ss 766 382 B38 «Bane «37820 Mages «=O 
agle agazine .... : ‘ Mu , . \ ‘ 
i seal 710 SkO 278628634 2RS «36RD © ke 117. ~—«ug0.909 | Detective & Fictio 
Elks Magazine ..... 115 10.5 56.8 49.9 4,945 4,528 24.486 21,402 | Dell Men's Group ........ 19.8 18.5 107.0 103.6 8,542 7,934 46,045 
|” Sap ppapeinaatital 62.0 77.4 293.2 309.9 42.193 52.598 199,348 210.883 *Popular Fiction Group .. 118 19.2 77.1 94.4 2.645 4,291 17,260 
*Extension ...... 16.7 203 1030 1112 11514 13,947 70.762 76.519 | {*Sport Men's Group ..... 315 266 138 1318 13,514 11,392 48,835 
Gourmet . 26.0 34.5 120.6 152.5 11.136 14.782 51,599 65.319 *Thrilling Fiction Group ..... 13.1 9.5 65.4 59.8 .940 2.128 14 
*Grade Teacher 33.9 30.0 1915 1689 14,942 13,220 84,452 74,510 Total Group .......... ; 762 «738 3633 3896 27641 2,745 126,785 
Harper's Magazine 22.5 21.9 95.9 86.9 9.422 9.169 40,201 36,396 {Formerly Macfadden Men's Group; no January 1952 issue 
Holiday ........ 975 905 319.7 319.0 66.276 61.487 217,248 216.774 
*Improvement Era .. 285 304 1413 1464 11976 12.754 59.350 61.810 | Form 
*Instructor ......... 295 247 1516 1215 20.201 16.874 103.772 83.106 . 
*Motor Boating 901 817 4954 4649 52.969 : 291.270 273,544 | Capper's Farmer .......... 
National Geographic 52.4 54.8 213.4 206.4 12.456 13,032 50,759 49,091 | Country Gentleman ...... ee 
*Our World .......... 34.1 261 146.1 121.2 23,206 17.746 99,371 82.368 | Farm Journal .............. 
“Promenade ...... 215 244 105 1169 9.224 10.475 47,368 50.158 | fFarm & Ranch—Southern 
Redbook Magazine ...... 223 248 1074 1250 9.570 10,639 46.027 53,625 Agriculturist ............ 
“Rotarian red 10.9 6.6 52.5 34.6 4.571 2.785 22.040 14,555 {Progressive Farmer ery 
. Si Saereee 10.7 103 34.4 35.6 7.194 6.888 23.076 23.906 | Successful Farming 
Set cs ee ee ey ee ee ee 
own ountry ..... . . . : ¥ . - 
ii Bae & es te oe eel . 
*Yachting ....... : ? r : : . ¢ 55.45 : : 
Total Group ...... Tole iosxT Sicks S0sse S703e S53617 2721988 Zes0375 Newspaper Sections (I) : 
§No January 1952 issue (Nationally distributed , 
‘with Sunday newspapers 
American Weekly ........... 413 535 1747 2605 36,303 53,401 194.856 259,744 
Home DE cc teat andes ines 39.2 39.6 169.0 204.9 33,262 33,656 143,406 173,935 
American Home cis wis 3 322.1 320.8 147,080 16.482 203.353 202,628 | This Week Magazine ........ 63.4 626 3054 330.7 53,794 53,186 259,281 
Better Homes ardens 4 . J : . . 47 474,682 
tl Grover — ied et: 2988 2327 120.32 sar 125514 ey 3 WR GONE. eink da cnavex 1439 %557 “6491 “7961 123,359 “Id0 243 “SO7TSAE T1i5S 
House Beautifu ins ’ y . ‘ y 973 340,014 
House & Garden .. 1527 1296 4684 4516 96.375 81.818 295.712 285.096 Newspaper Sections (II) 
IR, « Zedvsvecuse 701 587 2084 1868 44.251 37.070 188475 117.928 | (All other newspaper 
Sunset Magazine ........ 138.3 119.3 496.9 442.0 58,085 50,109 208,085 185,629 | sections and comics) 
Total Group ..... 843.2 708.0 5289.3 27366 B9295S BAIS 1837585 11585,769 | First 3 Markets Group ....... 25.5 22.6 = 129.2 132.4 = 25,475 22,600 = 129,025 132,100 
° era ribune- 

Fashion | This Week ............... 382 446 1654 197.4 32,316 37,826 140,448 167,419 
ashio | New York Mirror Magazine... 43.4 46.5 1928 2217 43,349 ‘402 «192,591 f 
SE usa yspccaun 125.2 1204 440.3 4404 53.734 51.697 188,914 188.978 | New York Times Magazine .... 157.4 1669 7817 7936 133,722 141,802 664.411 674.555 
| nome esesapante me oy pi +4 = — soy ed 332.442 Puck—The Comic Weekly .... 166 139 67.9 76.9 31,560 26.659 129.678 147,264 

arpers azaar gw ee 5 . 0 v J ¥ Fee san 
so a Hl WS OSE 4559 «oes S761 4M'577 1951627 213.320 GG QA a csciascrass Mi0 «24S 13370 Ta220 266422 275.289 1256153 1 342,743 
age eae ’ ’ ; ; ; 466.736 536,946 | . , ‘ P a 
Total Group ..........-. 5088 6029 26486 29731 260,101 312,121 1,396.326 1.551.299 Ali figures ta the Cofiauing groupe were complied Gy Adverthing Ags 
Movie-Romance-Radio | Comics Magazines 


Del! Modern Group: 


Modern Romances ...... é 
Modern Screen .......... 


Screen Stories 


Fawcett True Confessions—Mo 


Motion Picture 
True Confessions 
Hillman Women's Group 
Hillman Romance Grodp 
Ideal Women’s Group: 
Intimate Romance: 
Movie Life . potas 
Movie Stars Parade 
Personal Romances 
Screenland Unit 
*Secrets Romance Group: 
Revealing Romances 
Secre 


ts 
True Story Women's Group: 


Photoplay ‘ 
Radio-TV Mirror 
True Experience : 
True Love Stories ... 
True Romance 

True Story 


27.8 
ition et : 


‘American Comics Group: 


| (Total 2. Units) ; 80 123 27.5 29.3 3,024 4,662 10,395 11,088 
Hi ote ig] ip ee we gm opm) Maio 6B CR OR BB ROM ame 
. Uni eal . . . bs d . y , 
319 1365 1469 11904 13,687 58555 62.940 | mn Grove 45 0 190 17.0 1701 2.268 91114 7/553 
3.7 7.7 f 0.1 4, Fawcett Comics Group 4 J i r 4,347 6,237 
a ae er ee ae ee ee ee 
i13 141 59.6 622 4843 6.085 25,642 26.832 le ene oa 73 117 36.5 59.2 2.772 4,410 13,860 22,385 
” ! rve omic roup: 
61 49 30.4 33.5 2.607 2.085 13/042 14,346 | “Marvel | Pity... 700 300 90.0 90.0 11.430 3.439 34.200 34,290 
229 221 1144 1203 9,835 9,494 49, Red Unit ..... , 3.230 11,430 
49670 7B) «1003 Ss«1)—(s7'328S SOE ARSE | EBlue Unit 100 100 300 300 3810 3810 11430 11,430 
22.7 18.0 975 100.0 9.763 7752 41.385 42935 . dare Unit 6 10.0 10.0 30.0 30.0 3,810 3,810 11,430 11,430 
206 136 1100 78.4 8.860 5.864 47.263 35, ational Comics Group: 
27.2 273 123.4 130.1 11, * : (Total 2 Units) 88 85 57.0 55.0 3,339 3,213 21,602 20,7' 
oa aan ae ae ee ee ee 
108 12.0 711 63.2 4647 5,130 30,996 27,157 |. Blue Unit .... ; , it 
17.1 20.0 99.8 104.7 7,330 8,592 , : Quality Comic Group 5.0 40 21.0 18.0 1,390 1,512 7,938 6,804 
42,722 4.853 Standard Comics Group 50 40 152 125 18909 15512 5.717 4.725 
343 456 1648 1898 14699 19,574 70.635 81,397 ~ Total Group ...... .. Fl 0 B77 Ber 301s 33732 114823 121.130 
mee HR Rt Bre | ote ac i ik ire te i 
-_ 3 116. ; . : * 7 
beads )dadSsdoe,«it'bey © Shae «= 323.272 Canadian National Weekend Newspapers (Rotogravure Linage) 
a gees gee, es, A eet «tise | be Pare ..........-.....- Go 8 Me see ome oe Fe we 
’ ....  S0e4 5396 24476 25815 217101 231.675 1050865 Tios7i7 | {b? Presse .....-.----- i 563.784 
NOTE: Figures for each publication ia the Dell, Fawcett, deal and True Story groups include all advertising carried pA yg AEE Magazine . a t4 — a3 — 33.122 — 31990 — 


Business 
+Business Week 
Dun'’s Review 
i. eee 
i wee 
Modern Industry . 
Nation's Business .... 
Total Group 


ee . 7 
tFive issues in May 1952; four issues in May 1951 


Youth 


American Girl ........ 


‘ 874.0 8859 235510 210,138 856,445 867,034 
+Five issues in May 1952; four issues im May 1951. 3¢Not included in totals. {Started publication in September 1951. 
‘ 


538.8 409.2 2,370.7 1,868.4 226,149 171,739 994,582 J 
681 464 (3330 (2305 28573 19.470 139629 "36.948 Canadian 
375 405 2169 2024 15.768 16.989 91.048 84976 | Canadian Home Journal » 2 2 2 32,813 146,790 153,282 
143.0 115.0 637.3 533.0 90,376 72.680 402.742 336.856 | Canadian Homes & Gardens . 63.0 701 2295 2390 42811 7,648 156.033 162.471 
1092 838 5141 4178 67.221 Sephi t 50.7 59.4 2007 2239 34.471 40.379 136.483 152262 
4an% 348 1725 1603 17271 14913 73832 ‘68614 | Maclean's ...--.---. 81.0 83.7 2795 3013 55.074 56.947 190.024 
936.9 3207 52445 3.4124 455.358 61.1 648 253.4 284.6 41514 44,069 172,217 193,509 
English Edition 103.5 885 3520 3060 18837 16,107 64,064 55,692 
French Edition . 1035 88.0 3565 3085 18837 16,016 64.883 56,147 
Rewue Moderne ...... . 22 tes See 2.660 21.262 83.971 93,614 
202 195 95.8 89.7 8.649 8,368 41,090 38,465 | Revue Populaire ............ 373 423 1371 165.7 26,114 29,806 95,824 112,021 


———— 
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Advertising Aye, June 30, 1952 
“ a oy “ = date tactin -— ia dad ™ ” a 
ay y -May y ay ay jan. -May May May ay Jan -May .-May ay ay Jdan.-May jan.-May 
19521951 2 951 1952 1951 1951 19521951 1 1 1952 1951 1951 
Samedi. 39.3 468 135.4 179.7 27,465 32,775 94,728 125.624 | iss 14.0 29.0 123.0 133.0 2,548 5,278 22,386 24,206 
Saturday Night 112 110.2 418.7 434.7 75,605 74,955 284,690 295,642 ~ , : 43.0 44.0 187.0 162.5 7,396 7,568 32,164 850 
Time- Canadian 167.0 158.5 0 6B9 4 70,140 66,570 285.600 289,520 pe spthe canteen eha 36.5 15.5 5 62.5 6,132 2.604 26,628 0,500 
Total Gr ss 041 «B16 F315 FSS MIB 1793547 7753507 94,7 Japanese Troop 20.0 19.0 110.0 96.0 3.640 3,458 020 17,472 
_ - eater Slatin American (English) 11.0 8.0 51.0 8.0 1,353 984 6,273 
Forei n SEE ~ onesoccesesenans 73.5 59.0 345.0 292.0 13,741 10,738 881 53,144 
g New Zealand 24.0 19.0 124.0 76.0 4,368 3,458 22,568 13,752 
Life Internationa’ 516 44.0 245.0 204.1 35.105 2. 166,685 138,020 Norwegian ..... 14.0 20.0 82.0 76.5 2,380 3,400 13,940 3,005 
Newsweek- European 32.8 33.8 163.6 150.5 13,790 14,210 68,720 62,210 Portuguese 80.0 80.0 374.5 363.5 14,000 14,000 65,537 63.614 
Newsweek- Pacific 90.5 B89 435.7 353.6 38,010 28,940 183,050 148,500 South African . eae 60.0 46.0 271.0 222.0 10,740 8,334 . 38,838 
Reader's Digest 1111,2,583 Southern memes a 54.0 41.0 229.5 201.0 9.828 7,462 41,769 582 
Argentine 40.0 77.0 234.5 368.0 7,280 14,014 42, 66,976 Swedish . 46.5 39.0 187.5 153.0 8,589 7,254 39,420 31,955 
Australian 53.0 32.0 262.0 156.0 9.646 5,824 47,684 28,392 Time-Atlantic 76.0 54.5 341.2 246.6 31,920 22,890 143,360 103,530 
British... 62.0 37.5 285 1715 11,532 6,975 53,010 31,999 — Time-Latin American 87.2 833 4526 391.7 36,610 35,000 190.120 164,570 
Caribbean .. 840 700 3720 3165 15,288 12,740 7,704 57,603 — Time-Pacific 50.0 39.7 2561 193.5 1. 16,600 107.520 81,210 
Danish 8 ; eT — ; ba ~ 4 ered a 13,008 Vision fat oc. se a 398 30.0 1926 87.0 16,730 —_ 12,600 80.820 36.540 
inish ° d . . . . . WF ins” ‘ - ¥ ‘ Ran 
French (Belgium) 64.0 56.0 284.0 252.0 11,200 9,800 49,700 44,100 Total Group ..... 15789 T3177 72668 58695 398.405 331,554 1,869,722 1,494,860 
French (Intercontinental) 49.0 36.0 213.0 156.0 8,575 6,300 i 27,300 2tNot included in totals. §Started accepting advertising in May 1951. 
French (Paris) °8.0 76.0 384.0 308.0 17,150 13,300 67,100 53,900 NOTE: All sectional advertising of Everywoman's, Family Circle, Woman's Day, Farm & Ranch—Southern Agriculturist and 
French (Provincial) 98.0 76.0 378.0 300.0 17,150 13,300 66.180 52,500 Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the 
French (Swiss) 38.0 28.0 148.0 132.0 650 4,900 25.900 23.100 particular edition carrying the advertisemen’ to the total circulation of the magazine. For example, if a page advertisment 
German (Germany) 60.0 40.0 252.0 139.0 10,920 7,280 45,864 25,293 appears in an edition representing 15% of the total circulation of the magazine, it is counted in the totals as .15 pages. 


Sesion, Ont. Adclub Elects 

Howard J. McWhirter, Steel Co. 
of Canada Ltd., has been elected 
president of the Advertising and 
Sales Club of Hamilton, Ont. Other 
officers elected are J. Edmond 
Gibb, Remington Rand Ltd., v_p.; 
Harold E. Dennison, Russell T. 
Kelley Ltd., reelected secretary, 
and Gerald S. Chandler, Hamilton 
Community Chest, reelected treas- 
urer 


Hollywood Adclub Elects 
James O. Morgan, v.p. in charge 
of radio and television for Ray- 
mond R. Morgan Co., Hollywood, 
has been elected president of the 
Hollywood Advertising Club. Other! 
officers elected are Harlan Palmer 
Jr., Hollywood Citizen-News, Ist 
v.p.; Don Tatum, ABC-TV, 2nd 
v.p.; Benton Paschall, Liberty Ra- 
dio Network, treasurer, and Irving 
Eckhoff, Roche-Eckhoff, secretary. 


Two Appoint Armstrong 

Okadee Co., Chicago maker of 
shut-off valves for high pressure 
liquefied petroleum gases and 
other liquids, has named Arm- 
strong Advertising, Chicago, to 
handle its advertising. Tigerman 
Engineering Co., Chicago maker 
of electrical alarm systems and 
switches, has named the agency to 
direct its sales promotional activi- 
ties. 


Benson Heads PR Council 

Maxwell E. Benson, public re- 
lations director of General Shoe 
Corp., Nashville, has been named 
chairman of the national judicial 
council of the Public Relations So- 
ciety of America. The council has 
power to censure or to recommend 
to the board either suspension or 
expulsion of a member, if found 
guilty, after a hearing on charges 
of unethical practice. 


because the top man 


usually influences 


it’s TIME to start 


a great many others 


a chain reaction of sales 


More than 1,500,000 important customers the world 
over read the International Editions of TIME —and they 


influence a great many others. 93°; 


of TIME’s sub- 


scribers hold positions in business, the professions, or 


government. 


In TIME'’s four regional International Editions, adver- 


tisers 


from 25 countries report news of goods and serv- 


ices to these informed, influential people—those with 


the most purchasing power. 


The Important Magazine Everywhere 


Latin American Edition 
Atlantic Edition 

Pacific Edition 
Canadian Edition 
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FTC Swings Its Ax 


on Pass Book Deal 


WASHINGTON, June 24—The Fed- 
eral Trade Commission has is- 
sued a complaint against the pro- 
moters of an advertising “pass 
book” scheme. 

Under the plan the promoters of- 
fer the public books of tickets for 
$1.98. According to the commis- 
sion, the promoters represented 
in radio and TV ads that pur- 
chasers of the books could trade 
the tickets for $175.50 worth of 
guaranteed passes entitling them 
to beauty shop services, admission 
to theaters, skating rinks and 
bowling alleys—all without charge. 
The commission said participating 
merchants often refused to pro- 
vide the services and goods with- 
out charge. 

The commission said stores par- 
ticipating in the plan were largely 
small bpsinesses. “Respondents 
knew or should have known, from 
their past experience with similar 
pass book schemes, that small 
business |men would be unable to 
provide an unlimited number of 
pass book holders with goods and 
services | without charge because 
of the inability of such business 
men to absorb large numbers of 
new customers over a short period 
of time and at a financial loss.” 

Promoters of the plan were D. 
Phillip Robinson, Larue Wright 
and Harry Schooler, trading as 
Metropolitan Pass Book Co., New 
York. 


| McKay Elected President 


Forbes McKay has been elected 
president of Farm and Ranch 
Publishing Co., Nashville. Other 
officers elected are Lewis F. Wood, 
executive v.p. in charge of circula- 
tion; Ted Lord, v.p. and associate 
advertising manager; Charles E. 
Ball, v.p. and managing editor; 
David G. Brown, treasurer, and J. 
C. Schutt, secretary. 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 


C. M. Samples Some Gin Ads 


Split Fountain Adds Color 


Looking at Retail Copy 


Agency-Client ‘Marriages’ 


Almost Half of Chicago Toothpaste Users Are Loyal 


to One Brand; Contrasts with Margarine Buying 


By Dr. George H. Brown 
Professor of Marketing, School of 
Business, University of Chicago 

In marked contrast to margarine, re- 
ported in the June 9 issue of ADVERTISING 
Ace, brand loyalty to toothpaste in the 
Chicago area .is relatively high. 

Of 100 families buying toothpaste one 
or more times during 1951, 47 of the fam- 
ilies bought one brand only and 76 of the 
families confined their purchases to two 
brands. In the case of margarine, only 13 
out of every 100 margarine-using families 
confined their purchases to one brand 
while 46 of the families divided their pur- 
chases among four or more brands. 

The difference in brand loyalty cannot 
be accounted for by the fact that fewer 
total purchases of toothpaste per family 
are made each year in comparison to mar- 
garine. Actually, 10 of the 13 families buy- 
ing one brand of margarine made only one 
purchase during the year and go into the 
statistics as “loyal’’ for this reason only. 
In the case of toothpaste, only 16 of the 
47 one-brand purchasers are one-time 
buyers so that the majority of the families 
are “loyal” in the more comprehensive 
meaning of the term. 


® Actually, the “loyalty” for toothpaste is 
probably higher than our statistics are 
able to show in that we report family pur- 
chases, whereas toothpaste is consumed by 
individuals. For example, if the head of 
the house uses one brand only while his 
wife and daughter use another brand ex- 
clusively, the family purchase diary will 
show two brands being bought. Later on 
in this series of articles we hope to show 
a method for estimating the degree of 
individual loyalty, but for the present it 
is necessary to interpret the data with this 
factor in mind. Common sense tells us that 
individual loyalty for toothpaste is more 


TABLE 1 a third of the families in Chicago buy no TABLE 2 
Frequency Distribution of Ounces toothpaste whatsoever. For every 100 fam- Market Share by Brands 
of Toothpaste Purchased per Year ilies buying one or more packages of Toothpaste 
F toothpaste during the year 1951, 42 fam- Brand % of Ounces 
per Family ilies reported no purchases. at all. This Qotgate $6.3 
No. of No. of No. of No. of No. of No.of figures out to 30.5% of all Chi fami a eee eee ? 
ounces families ounces families ounces —_—families mean phe" tgirls ght anes ve eo 
0 | ARES ae 3 4 ee - § lies in which no member of the family Ipana 9.3 
“<a » Shen ey ae uses toothpaste. If it were possible to con- Craig-Martin a cower ts cakts 51 
. s 3 seeeeees : 3 satpenee ; vert this to the basis of individuals rather gf 48 
3 24.. . me. 1 than families, the percentage of non-users, ea 5.0 ice : 
ae oo 2: : would be increased and might well reach cata 0 A oe A as 
Re & heaee 60% of the wetendial ox he o athe Craig-Martin Ammoniated .... 3.1 
SE ss cisses : #: H ped wetea sdk go om “ beng ont : hater ER 3.0 
3 .. H 29 reeves 9 4s cesses } na inaguies con ucte o verify the find- waigreen Ammoniated ....... 19 | 
12 eae ea " ings concerning usage indicated that Chieresium 18) 
ae... ee Ree Fe Seren 1 as s eieiag SNneeeraaee © SSS M92 4.95650:5°4 (60 o% 
ia : = aa naWane -_ i toothpaste was looked upon as a sissie Rexall Milk of Magnesia 16 
Speer as eats 2 edie ass 1 way of living by a substantial proportion P I 
16 1 35 0 78 Total 100 ‘ 2 DE ek 664 6a Ga oe Seed a00 Lo 1.5 
ta Se Sete 3 Average - 17.78 o2 of the non-users and as a needless ex- Chlorodent 15 
18 S FF ocasvass 0 Median-14 = oz penditure of time and effort by another A oe hai thsi 11 
large group. If further research supported ,,, .. sa. — 
ll others (12 brands) ...... 9 F 
TABLE 1 these findings it ought to suggest some- All others (12 brands) 4.9 ' 
Frequency Distribution of Pounds thing new in the way of copy for tooth- TABLE 2 ; 
aste advertising. 
Purchased - Year per Family Pp 8 Market Share by Brands 
argarine . . p 
P = A further examination of Table 1 shows Margarine : 
umber Number of Number Number of Number Number of Ca igs . 
of ths. families of ibs. families of Ibs. families a remarkable similarity in thé concentra- Brand % of Pou 
rem: 7 ao. 3 a2 t5teege tion of purchases between toothpaste and Allsweet (Swift) ............ 29.0 
; ; 19 ; 4 . : margarine. In spite of a narrower range Nutley (A&P) ............ Se t 
Y Sovetee 5 a Seen, in quantities purchased, the top 10% of Good Luck (Jelke) .......... 109 ~ 
3 : H 4 Ee 1 the toothpaste-using families accounted Parkay (Kraft) ...... 10.8 i 
z 3 ; , : for approximately 30% of the quantity Delrich .............. ri 9.3 i 
Ot Becton 2 1 ee 1 used, in comparison to 35% of the mar- Swanco ..................... 6.4 H 
” sete ; 4 aoe ; LA} a ; garine for the top 10% of its user families. Blue Bonnet (Fleischmann) .._ 5.9 : 
\ rere 3 32 2 272 ....... 1 To extend the comparison, the top 20% Nucoa (Best Foods) ......... 3.1 § 
1a a a 1 de Total “x03 of toothpaste users account for a fraction Durkee ..................... 24 5 
4 eles 4 4 steeeee ; i Oy ~ under half of the total ounces consumed, Dandy ...................... 22 § 
= Oe ee ee : while the top 20% of margarine users ac- Nu-Maid .................... 11 4 
likely to occur than is the case for mar- count for a fraction over half of the Eatmore (Kroger) ............ 0.6 
garine so that any equality in the statis- margarine purchased. Looking again for MKeyko .................. j 0.6 © 
tics probably represents a higher degree similérities, we find that 25% of the fam- lll others (22 brands) ........ 5.0 


of “real” loyalty for toothpaste. 

To facilitate the comparison of the pur- 
chase patterns for margarine and tooth- 
paste, the summary tables for both prod- 
ucts are shown in this report. Table 1 
brings out the amazing fact that almost 


ilies buying toothpaste bought 6 ounces 
or less i » year and 25% of the margarine 
buyers ) ought 6 pounds or less per year. 

If we concentrate on differences in the 
buying behavior for toothpaste as com- 
pared to margarine we find that there 


were 446 separate purchases of toothpaste- 


(several purchases involving two or more 
brands) in comparison to 1,779 separate 
purchase transactions for margarine. This 
great difference in number of purchase 


Brand Loyalty- 
Factor Fiction 


One of the most intriguing of all marketing questions 
revolves around “brand loyalty.’”’ Do consumers purchase 
a favorite brand time after time, or do they shop around 
at random? Does the type of merchandise involved and 
the relative strength of brands have an important influ- 
ence? How many consumers stay with a single brand of a 
frequent-purchase item for a considerable time? Just 
what is a “brand loyal” customer? Can a brand develop 
enough consumer loyalty so that it can get a sizable share 
of market from a relatively small group of steady pur- 
chasers, or must it make occasional sales to a large pro- 
portion of the families in the market? 

Through the cooperation of the Chicago Tribune and 
the University of Chicago, Apvertisinc AGE here presents 
the second of a series of articles which should shed con- 
siderable light on these and related questions. 

The Chicago Tribune has been operating a consumer 
purchase panel covering a wide variety of grocery and 


drug items for four years. The panel is a diary operation, 
perhaps the most extensive conducted on a local or re- 
gional basis by any private organization, and is based on 
a carefully stratified sample of the 40-mile area of which 
Chicago is the hub. It shows not only which items are 
purchased by the families in the panel, but the sequence 
of purchase. Thus, if a family makes ten purchases of 
coffee in a month, the panel data shows not only the 
total purchases and the brands bought, but whether Brand 
A, accounting for five of the ten purchases, was bought 
five consecutive times and then abandoned, or whether 
the five purchases of that brand were interspersed with 
purchases of one or more other brands. 

The Tribune agreed to make its panel records for the 
entire year 1951 available for purposes of the study, and 
ADVERTISING AGE commissioned the University of Chicago 
to do the analysis. The work was carried on under the 
direct supervision of Dr. George H. Brown, professor of 
marketing at the university, and immediate past president 
of the American Marketing Assn., who has served as 
marketing consultant to more than a score of important 
private businesses, and who was the Tribune’s consultant 
in setting up the panel. 


Nine products, showing varying frequency of purchase 
and varied types of brand loyalty patterns, have been 
analyzed by Prof. Brown, They are margarine, which was 
reported on in these pages June 9; toothpastes, which are 
discussed here; coffee; all-purpose flour; soaps and sud- 
sers; shampoos; headache remedies; concentrated fruit 
juice; and ready-to-eat cereals, to be presented later. 


The Tribune panel data for 1951 embrace complete re- 
turns from 610 famliies, of which 516 purchased margarine 
during the year. Because of physical limitations of space, 
it was decided to make a detailed study of each fifth 
family in the panel, thus providing material for a com- 
plete “purchase profile” of approximately 100 families. 
Preliminary comparisons of the results achieved from a 
study of every fifth panel family showed that no im- 
portant deviations in purchasing patterns developed, as 
compared with the pattern shown for the entire panel. 
Although some slight statistical accuracy has necessarily 
been sacrificed in sampling the panel, use of 100 families 
allows for physical presentation of a complete buying 
profile for these families (as shown in the accompanying 
full-page tabulation), and for easier grasp of the basic 
findings. 
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transactions represents the ease of storing 
a few ounces of toothpaste on an open 
shelf in contrast to the problem of finding 
room in the ice box for several pounds 
In addition, however, the 
for toothpaste is 


of margarine 
range of package size 
much greater than for margarine, giving 
the consumer some incentive in the form 
of a lower price per ounce for the larger 
package to compensate him for the storage 
function. 


® The tendency for purchases to concen- 
trate in a handful of brands is reflected 
in toothpaste in the same degree as in the 
case of.margarine. As Table 2 shows, the 
leading brand in the Chicago market in 
1951 was Colgate with 36% of the market, 
followed by Pepsodent with 20%, Ipana 
with 9%, Craig-Martin (regular and am- 
moniated) with 8%, and Squibb, Amm-i- 
dent, and Listerine with 3% to 5% each. 
These eight brands account for 80% of the 
ounces sold, leaving 20% of the market 
to be divided among the other 18 brands 
purchased by the families in our group. 
Although the two leading brands of 
toothpaste account for 56% of the market 
in contrast to 42% of the.market for the 
two leading brands of five 
brands of toothpaste receive 75.5% of the 


market in close comparison with the 72.7% 


margarine, 


TABLE 3 


Frequency Distribution of Number of 


Brands Purchased per Family 


f Toothpaste 

Number of Brands Number of Families 

1 47 

i 2 29 

id 3 15 

4 9 

100 

TABLE 3 


quency Distribution of Number of 
Brands Purchased per Family 


/ Margarine 
_— of Brands Number of Families 
0 18 in proportion 
;> 1 13 
4 2 13 
; 3 12 
b 4 16 
4 5 11 
P 6 16 
' 7 10 
3 x 5 
: 9 3 
j 10 « 
li - 
12 - 
13 1 


100 in sample 


of the market going to the five top brands 
of margarine. The leadership of the adver- 
tised brands in both toothpaste and mar- 
the success of an 
“unadvertised” Craig-Martin for 
toothpaste and Nutley for margarine, in 
securing a substantidl share of the market, 


garine is tempered by 
brand, 


8 Tables 3 through'7 document the point 
made earlier that brand lov alty for tooth- 
paste is much stronger tha or margarine 
No family bought more than four different 


TABLE 4 
Families Using Brand at Any Time 
Toothpaste 
No. of No. of 

Brand Familes Brand Familes 
Colgate + fb Beane 3 
Pepsodent .33 Forhan’s ... oe 
Ipana .... ‘ve Gliese ........ 8 
Amm-i-dent ....14 ammo-Rex ..... 1 
Craig-Martin . 8 amion . 1 
Chlorodent Dr. West 1 
Craig-Martin 

Ammoniated ... 7 SOUme . peseee B 

ED k-05 «909: 1 

Listerine ........ 7 

Walgreen Peb Amme . 1 
Ammoniated 6 Rexall Milk of 
Amurol _. 5 Magnesia ...... 1 
lodent ...... _ 4 Sears Ammoni- 
Chioresium ..... 3 ated........... 1 
Fuller's ..... 3 Stanley Am- 
Squibb 3 moniated ...... 1 


TABLE 6 
Analysis of Volume Concentration of Purchases for Five Brands 


Ounces per Brand per Category 


Concentration* Colgate Pepsodent Ipana Squibb Chlorodent 
% of % of > of % of % of 

Classification ozs. 645 ozs. 355 ozs. 165 ozs. 86 ozs. 27 
Over 75% 411 63.7 214 60.3 105 63.6 72 83.7 3 11.1 
50-74.9% 179 27.8 58 16.3 19 11.5 -- -- -- - 
25-49.9% 39 6.0 58 16.3 37 22.5 14 16.3 3 11.1 
6.1-24.9% 16 2.5 25 7.1 4 2.4 -- -- 21 77.8 
Total 645 100.0 355 100.0 165 1000 86 1000 27 1000 


“Classified into categories showing percentage of a single family’s purchase ac- 


corded one particular brand. 


TABLE 6 
Analysis of Volume Concentration of Purchases for Five Brands 
bs. per Brand per Category 


Concentration* Allsweet Nutley 
Classification Ibs. of 675 Ibs. of 296 
Over 75% 358 53.0 5 1.7 
50-74.9% 98 14.5 98 33.1 
25-49.9% 126 18.7 133 44.9 
0.1-24.9% 93 13.8 60 20.3 
Total 675 100.0 296 100.0 


Good Luck Durkee Keyko 
Ibs. of 254 Ibs. of 57 Ibs. of 13 
13 5.1 -- -- -- oe 
21 8.3 «- - ‘ea a 
1460 57.5 16 = 28.1 oe -- 
74 29.1 41 719 13 100.0 
254 «100.0 57 100.0 13 (100.0 


*Classified into categories showing percentage of a single family’s purchase ac- 


corded one particular brand. 


brands of toothpaste, whereas four brands 
were more or less par for the course in 
the case of margarine. Only the two lead- 
ing brands of toothpaste were tried by 
more than a fourth of the users, whereas 
seven brands of margarine had achieved 
this much penetration. Six of the top nine 
brands of margarine reached five times 
as many families as their market share 
would indicate, whereas none of the top 
nine brands of toothpaste exceeded four 
times as many families reached as market 
share achieved. 

If all brands shared heavy and light 
alike, and if there were perfect 
loyalty, there would be a one-to-one ratio 
market share and _ families 
Squibb sets a record in having 
unusually high loyalty among a group 
of heavy users, giving it a market share 
greater than the proportion of total users 
it reaches. This fact is borne out in Table 
6, which also shows Chlorodent able to 
interest a large number of families, Haw 
well it holds the group which tries it can- 
not be told until the re-purchase pattern 
studied. 


users 


between 
reached 


can be 


® As in the case of margarine, the detailed 
purchase data for individual families gives 
a flavor to the findings that cannot be 
captured in any table. For example, why 
should family 406 buy two packages of 
Listerine toothpaste in November along 
with a tube of Craig-Martin regular and 
a tube of Craig-Martin ammoniated when 
all of their previous purchases, except an 
understandable package of Fuller's, had 
been concentrated on the Craig-Martin 
brand? Or why should family 347 start 
out with a small tube of Amm-i-dent, 
then switch to a small tube of Colgate, 
and finally settle down to regular pur- 
should be given family 773 who concen- 
introduction of a new product, in this 
chases of the large size package of Amm- 
i-dent? Market share is obviously the total 
of these special cases so that great care 
must be exercised in deciding when one 


TABLE 4 
Families Using Brand at Any Time 
Margarine 
Brand % Brand % 
All Sweet - © 2. waver 2 
Parkay ao LONI Sia ocue Sacer 2 
Good Luck ..54 Meadow Gold ... 2 
Delrich --53 Friedman ....... 1 
Blue Bonnet .....31 Taste Rite .... 1 
Durkee .. 30 Clover Farm .... 1 
ater 27 Golden Maid .... 1 
Nucoa 19 z 
one Southern Maid 1 
Swanco ‘ 18 
Keyko 9 Blue Ribbon .... 1 
Eatmore q A 1 
Nu-Maid .. 9 Se-B-Q......... 1 
Dandy . 7 Willow Run..... 1 
Mistletoe 4 Sun Valley .... 1 
Marlene =, eee 1 
Mayflower ...... 2 Sunnydale ...... 1 
Mel-O-Sweet © GEE eccesucas B 
Sweet Sixteen . 2 Green Meadows . 1 


TABLE 5 
Comparison of Market Shares 
by Per Cent of Volume and 
by Per Cent of Families Sold 


Toothpaste 
Brand Per cent of Per cent of Ratio 
Volume Families 
Colgate 36.3 51 1.4 
Pepsodent 20.0 33 1.6 
Ipana 9.3 18 2.0 
Craig-Martin 5.1 8 1.6 
Squibb 4.8 3 0.6 
Amm.-i-dent 4.2 14 3.3 
C.-Martin Am. 3.1 7 2.2 
Listerine 3.0 7 2.5 
Walgreen Am. 1.9 6 3.2 
Chloresium 1.8 3 1.6 
Rexall Milk of 
Magnesia 1.6 1 0.6 
Amurol 15 5 3.3 
Chlorodent 1.5 8 5.3 
Ammo Rex Ll 1 0.9 
TABLE 5 
Comparison of Market Shares 
by Per Cent of Volume and 
by Per Cent of Families Sold 
Margarine 
Brand Per cent of Per cent of Ratio 
Volume Families 
Alisweet 29.0 70 24 
Nutley 12.7 27 2.1 
Good Luck 10.9 54 5.0 
Parkay 10.8 67 6.2 
Del Rich 9.3 53 5.7 
Swanco 6.4 18 28 
Blue Bonnet 5.9 31 5.3 
Nucoa 3.1 19 6.1 
Durkee 2.4 30 12.5 


does or does not have a franchise. 

If orchids were being handed out for 
loyalty, the winner would easily be fami- 
ly 626 with 22 consecutive purchases of 
Colgate, all but one being for multiple 
packages, and all in the smallest size tube! 
All in all, 25 other families would be 
candidates for orchids in the sense that 
they made two or more purchases of one 
brand only, 11 honoring Colgate, 6 Ipana, 
5 Pepsodent, and one each Craig-Martin, 
Amion, and Iodent. Serious consideration 
should be given family 773 which concen- 
trated purchases on Colgate and Pepsodent 
only. 

Further study of the detailed purchases 
gives a number of instances of occasional 


TABLE 7 
Classification of Families 
by Percentage of Purchases 
Accorded Brand Principally Bought 


Toothpaste 
Range of % of Families in 
Classification each Category 
, 0 NPT CT rere 62 
SS rere eer rer 30 
BM Kit cae eare ak ees .e 
Dee ex cde eceee des snawiewen 0 
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-HOW TO READ THE 
“PURCHASE PROFILE” TABLE 


The tabulation on the opposite page is 


an actual profile of toothpaste buying 
during 1951 by every fifth user of the 
product, as developed by the Chicago 


Tribune consumer panel. 

The column headed “Family No.” is the 
number of the family on the panel records, 
and is shown for identification purposes. 

The column headed “Family Type” is 
a key to race and nativity, owners and 
renters, family size, and income. If the 
first digit is 1, the family is native white; 
if it is 2, the family is foreign-born white; 
if 3, it is a non-white family. If the second 
digit is 1, it means the family owns its 
own home; 2 means it rents. If the third 
digit is 1, it means the family has one or 
two people in it; 2 means it embraces 
jthree or four people; 3 means it has five 
or more members. If the fourth digit is 1, 
it means the family income is under $3,- 
000; 2 means it is between $3,000 and $5,- 
000; 3 means it is over $5,000. 

For example, Family 001 is native 
white, owns its own home, contains one 
or two people, and has an income of be- 
tween $3,000 and $5,000. 

The remaining columns report the pur- 
chase, by brand and quantity, of tooth- 
paste for each month of the year. The 
first purchase each month is shown at the 
upper left of the space for that month; the 
next purchase is immediately to the right. 
Where more than one line is required, the 
purchases on the second line in any month 
follow those on the first line. 

In all instances the brand names are 
coded with two lower case letters. The 
number of packages bought in one trans- 
action is shown by the digit preceding the 
letters, and the size of the package is 
shown (in approximate ounces) by the 
digit following the code letters. For ex- 
ample, co5 indicates the purchase of one 
five-ounce package of Colgate toothpaste. 
2co5 would indicate the purchase of two 
five-ounce packages of Colgate. In some 
instances (see Family 406 for November), 
multiple purchases of different brands 
were made at the same time, and these 
are shown by a hyphen between the pur- 
chases. Family 406’s purchase of “cm4- 
2xi3-ca3” therefore translates into a sin- 
gle purchase consisting of one four-ounce 
package of Craig-Martin; two three- 
ounce packages of Listerine; and one 
three-ounce package of Craig-Martin am- 
moniated. 

The key to the brands shown is as fol- 
lows: 


Code Brand Code Brand 

ED scsavisnsstoimamel Amion xj ................ Listerine 

ad Amm-i-dent xy oo. Lyons 

BP csscsiinns Ammo BOX oh «occ. Orbo 

I vmcrsissctinten Amurol PM oes Peb Ammo 

ON ssatiisniciatsiaal Chlorodent ee ed Phillips 
PP cece Chloresium s 

i ene Colgate RG soreness reper 

eens Craig-Martin cana Rexall eure 

Dib scenee) Craig-Martin of Magnesia 

Ammoniated ** ....5ears Approved 

dv Dr. West Ammoniated 

eh WON wivsspantintecindti Squibbs 

Stanley Am- 

moniated 

shemetianes Walgreen 

TP cnscteeinescaeg Kolynos Ammoniated 


purchases of a single brand. 

There are, however, relatively few ex- 
amples of a definite switch in preference 
as for example family 428, although the 
introduction of Chlorodent should be in- 
teresting in this respect. 


TABLE 7 
Classification of Families 
by Percentage of Purchases 
Accorded Brand Principally Bought 
Margarine 


Range of % of Families in 
Classification each Category 
BN ED 0.5: Sc atin heb. 0Acoas eermnaed 30 
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Family | Family 
Number] Type January February March April May June July August September] October November} December 
001 1112 & ak per ee see fo3 Sr sy3 tee 
005 1111 ree - fr3 co5 ae es co5 co2 cos baw ad3 
021 1112 ne oe re ad5 So “im owe ae — pd5 ee 
033 1113 in4 Po in4 acs ade in4 in4 aaa és yy 
41 ll a da re co5 ad ee ey ai ee aan Siaat 
051 11 cm4 cm4 as “eu =en scad cal cad cad cm4 ch3 io3 ca3 
055 TS ee pdi pd2 aie ote pare mei? oy 2co2 ion if 
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Advertising F ailures Are Often Due 
to Shortcomings of the Product 


By James D. Woolf 

It was, I believe, the renowned Albert 
Lasker who once asserted that no product 
unable to sell and repeat without adver- 
tising can hope to succeed permanently 
with it, Those were not his exact words, 
but I am sure they con- 
vey the sense of his 
meaning. 

My own experience 
over many years bears 
out this wise comment 
of Mr. Lasker's. I have 
had a hand in a num- 
ber of failures and dis- 
appointing half-suc- 
cesses, and I feel I can 
say truthfully that the 
basic reason was usually the inadequa- 
cies of the product itself. I do not offer 
this as an alibi for poor copy and poor 
merchandising and promotion. It seems 
very probable—in fact, it was exceedingly 
likely——that my inquiries into the virtues 
of the product and its ability to solve a 


James D. Woolf 


*® problem or fill a need were not suffi- 
® ciently far-reaching and conclusive. 


'w Let me say at once, in defense of myself 
/and those of my readers who have suf- 
‘fered disappointing experiences, that, in 
ithe case of a brand-new product, it is 
+ seldor'n easy to be “far-reaching and con- 
Pclusive” in appraising such evasive and 
intangible qualities as salability and re- 
peat-ability. 

Not too long ago I undertook to direct, 
as a consultant, the advertising and pro- 
Smotion of a novel new household ap- 


ee The enthusiastic entrepreneurs 


pbehind this product were rarin’ to go. I 
Sadvised caution and a “cooling off” period 
to permit time for a study of the probable 

onsumer reaction to the invention. This 
Minqviry, extending over nearly a year, was 
extraordinarily thorough. A number of 
Smock-up models were made and demon- 
istrated to hundreds of housewives. Most 
fot them thought the device was “simply 
wonderful” and said they would cer- 
tainly buy it when it was available. 
Buyers in the housewares sections of at 
least 20 of America’s largest department 
stores, contrary to their customary damp- 
ening attitude, were enthusiastic in their 
praise of the product. 

Well, the housewives were wrong and 
the buyers were wrong. The product was 
a turkey. It went into production on a 
small scale, and was put on display in a 
few key stores with generous advertising 
and sales promotion support. But “no 
soap”; it just wouldn't sell. Fortunately, 
the promoters lost only around $10,000. 
They could easily have lost 20 or 30 times 
that sum. 


@ I have the deepest sympathy with the 
business man, especially if he is operating 
on modest capital, who has a new product, 
different perhaps from anything else on 
the market, and who finds himself unable 
to decide whether or not he has “got 
something.” Is there a bona fide consumer 
need for his item” If there is such a need, 
how universal is it? Is the need so real 
and so urgent that people will feel justi- 
fied in the price he has to ask for it? He 
has exhibited it to hundreds of his neigh- 
bors and his friends, and he has circu- 
lated some samples, and everybody says 
it’s swell and why doesn’t he put it on 
the market and get rich. So he talks to a 
few admen-——maybe a dozen—but when 
he gets through he’s more confused than 


ever. 

This business man, and his name is 
legion, faces an extremely difficult prob- 
lem. How can he find out, for sure or al- 


most for sure, that his product will sell 
and repeat with advertising without risk- 
ing too much money in an advertising 
test? There is only one conclusive way 
and that, referring back to Mr. Lasker's 
assertion, is to find out whether it will 
sell and repeat withort advertising. 


2 There is a great deal of precedent for 
this. For example, I have written in this 
column before about the early days of 
Odo-ro-no, in the beginning a revolution- 
ary product. Edna Murphy, the daughter 
of a Cincinnati surgeon, thought there 
might be a need for a preparation to stop 
underarm perspiration and its offensive 
odor. Her first advertising appropriation, 
if I remember correctly, was around 
$5,000, but she didn’t spend that until sie 
was certain that her product filled a genu- 
ine need. At night in her kitchen she com- 
pounded her preparation, Dr. Murphy’s 
formula, and then for a period she sold 
it house-to-house during the day. She 
then rented a booth on the boardwalk in 
Atlantic City and extolled the virtues of 
her startling new product to the passing 
throngs of astonished females. I think I 
am correct in saying that she paid her 
first advertising bills with money she 
earned in selling her preparation in the 
ways I have just described. 

It is very definitely my feeling that 
promoters of a new product, especially if 
it is something revolutionary, a departure 
from the norm, should sell it and see it 
repeat satisfactorily before they plunge 
into any considerable program of adver- 
tising. I have very little faith in house- 
to-house interviews, mail questionnaires, 
and other such devices. I have no faith 
at all in the “guess” of any advertising 
man I know, including myself. The con- 
sumer is unpredictable and I know of no 
living man who is an infallible expert on 
how people will react, in any given situ- 
ation, to a product or an idea. Highly- 
rated buyers in our largest and most suc- 
cessful department stores have made 
simply stupendous mistakes, now and 
then, in their purchases of carloads of 
unsalable merchandise. 


@ If you have a Midas fortune and a staff 
of brilliant laboratory experts who sel- 
dom are wrong about having an “amaz- 
ing” product, such as a terrific new deter- 
gent boon to dish-washers, probably the 
quickest way to find the answer is to go 
to it. But if you’re not in that class, I 
recommend some such procedure as that 
of Edna Murphy’s. 

Nearly always these new, small, untried 
ventures become accounts in little agen- 
cies, which is the right procedure, as I 
see it, in most cases. The small agency, 
provided it is competent, and plenty of the 
small ones are—is more likely to “give 
its all” than would be the case in a large 
agency. But there is one fly in this oint- 
ment, and I speak from an intimate know- 
ledge of the facts in a considerable num- 
ber of actual situations. 

The “fly” is the fact that the small 
agency is expected to work for nothing or 
almost nothing during the test period 
when the agency is working with the cli- 
ent in trying to find out whether the 
product has potential advertising possi- 
bilities. I know of several situations where 
small agencies “played along” with clients 
for periods of from one to two years with- 
out a cent of remuneration from either 
commissions or fees. 


s There appear to be two reasons for 
this. One is the fact that the small agency, 
eager to grow against hard competition, 
cannot afford to be too demanding. So it 
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‘bed, virtual civil war. 


one person’s morality and another’s. 


ing to alcohol. 
Pass the bottle. 


LS 


Beg SLEISCHMANN'S GINEEE 


Pass the Bottle 


Here of late, we have been conscious of a rash of magazine articles and 
books on the subject of drinking. This happens to be one of our favorite sub- 
jects—simply because, like sex, religion and politics, it can always throw any 
casual gathering into a violent taking of sides and, unless somebody goes to 


Even the confession that one drinks—which we herewith make—provokes 
different reactions in different people. Some people no longer regard you 
as a well balanced individual. Others immediately come to the conclusion that 

you are a regular guy, meaning that you enjoy the same vices they enjoy. Still 
others are, in a vague, undefined way, somewhat disappointed in you. 

Regardless of the reactions of our friends, which have run from low C to 
‘ high C on the emotional scale, we continue to enjoy more than an occasional 
tipple. It relaxes us. It makes us feel one with the saints and sinners of all 
generations, or ever since man discovered the process of extracting alcohol 
from grain and grapes. It brings upon us a mood in which we like to con- 
template the deeper meanings of life, forgetting business, deadlines and all 
the superficialities connected with retaining a job. Some people get intoxicated 
by contemplating their navel. We get intoxicated by contemplating the bottom 
of a glass. It is much easier on the neck. 

But we have yet to find in an advertisement about liquor any of the rea- 
sons why we, or any of our elbow-bending friends, drink. We understand 
some bureau of the government frowns upon truth in liquor advertising. It 
demands, instead, subterfuge. This, to us at least, indicates a somewhat 
startling schism between legality and morality. Or, for that matter, between 


Consider the liquor advertisements illustrated herewith. We buy gin not 
because it has come of age, like Seagram’s, or because there’s no gin like 
Gordon’s, but because gin is indispensable to a Martini, and Martinis are in- 
dispensable to the end of a day—or, occasionally, to the beginning of an 
evening. We happen to use Gilbey’s gin in our Martinis because—and Gilbey’s 
would never dare advertise this—it tastes less like gin than any other brand 
we have sampled. Many an evening, after three or four Martinis made with 
Gilbey’s, we have been on the verge of writing National Distillers and saying, 
“Why don’t you advertise the fact that yours is the only gin that tastes like 
water?” This, of course, would be sheer heresy for a gin distiller but, we 
suspect, it would sell a lot of gin. It might also, of course, bring a strong 
protest from the WCTU, which champions water as a drink, and from the 
Federal Tax Unit, or whatever it’s called, whose appointed job in life is to 
keep liquor advertising from even remotely resembling the truth of why 
people drink. Which, to put it bluntly, is one reason a lot of people are tak- 


chooses, reluctantly, to gamble on the pos- 
sibility that it will reap its reward at 
some future time in substantial commis- 
sionable billing. 

The other is the fact that many adver- 
tisers-to-be have no real appreciation of 
agency cost of operation. They seemingly 
consider it to be a perfectly proper pro- 
cedure to ask their agencies to perform 
an immense variety of chores, for free, 
during the long period where the butter- 
fly is still in a cocoon that may never un- 
fold. For this situation I think the small 
agencies are at least partly to blame. 

If I, as a potential advertiser, were to 
appoint an agency, small or large, I would 
not ask that agency to share the risk with 
me during what might turn out to be a 
long period of product inquiry. I would 
offer my agency a thoroughly adequate 


fee for its services, plus additional sums 


to cover all expenses. All other consider- 
ations aside, I think this procedure would 
reduce risk of possible failure. I would 


figure that under this arrangement my 
agency would be under no pressure to 
hurry me into commissionable advertising. 
I would calculate that if my agency were 
earning a fair profit on me as a non-ad- 
vertising client, it could afford to go the 
limit with me in learning conclusively 
whether or not I had a product that would 
sell and repeat successfully without ad- 
vertising. 

Countless millions of dollars are thrown 
away every year on products that never 
should have been advertised. Is your new 
product one that is a satisfactory answer 
to a genuine human need or want? Will 
it deliver to people a benefit so desirable 
that they will buy it—and keep on buying 
it? Many times it takes months to arrive 
at a sure answer. The right procedure, as 
I see it, is to work on this problem with 
an advertising agency, small or large. But 
don’t, whatever you do, ask your agency 
to work for nothing. The gamble should 
be strictly yours. 


i 
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Tips for the Production Man... 


More Color Through Split-Fountain 


By Kenneth R. Butler 

An inspiring new “how-to-do-it” fold- 
er by the maker of the Dayco Color Sep- 
arator (Dayton Rubber Co., Dayton, O.) 
suggests that another column devoted to 
the use of the divided fountain to increase 
use of color without additional press runs 
would be helpful to production men and 
artists. A previous discussion appeared in 
AA June 4, 1951. 

The method permits the use of several 
colors on various pages of a booklet or 
catalog instead of the customary single 
second-color. It’s the old gag of “striped 
ink” come true, permitting you to spread 
color all over the place. 


s The method takes a little planning and 
cooperation with the offset or letterpress 
printer. The thing to remember is that 
you must secure a laydown sheet from 
your printer, indicating the direction, of 
press travel and the position of the vari- 
ous pages of your folder as they lie in 
the form. The different colors cannot be 
printed flush against each other; the sep- 
arator needs room to work. Colors cannot 
be divided crosswise of the direction of 
press travel. ; 

One method of spotting the splits is be- 
tween rows of pages. The page margins 
thus assist in procuring the nine picas 
space needed between splits. However, the 
use of the extra color is limited to one per 
page. An alternate method of planning 
places splits within a page, and while 
this calls for careful coordination of lay- 
out with color splits, it affords two extra 
colors on any one page. Artistically the 
second method has many more possibili- 
ties. 

Most layout men draw a guide box on 


LOTS OF COLOR—Four colors printed on a 
two-color press. Top and bottom panels at 
left are in red; center panels are blue; 
panel at right is yellow. Plus black. Bars 
at top show divisions for color, with range 
in open area needed to keep colors from 
mingling. Dayco Separator keeps the col- 
ors from blending as press rollers oscil- 
late. 


their form layout to represent each ink 
fountain. These guide boxes are tinted 
with the colors to be used, as a guide in 
layout and as an indication to the press- 
man how to divide his inks. 

There’s almost no limit to the applica- 
tions. The method has been used for years 
in magazine printing. Labels, letterheads, 
catalog pages, catalogs, product folders, 
inserts, direct mail pieces, broadsides— 
these and many more are fair territory 
for the split-fountain. 

There is a slight extra cost for the pre- 
paratory operations, but the expense is 
nominal when the advantages are con- 
sidered. 


...and They Lived Happily Ever After 


Some Comments on Agency-Client ‘Marriages’ 


By Herbert Byer 
Byer & Bowman Advertising Agency, 
Columbus, O. 

It’s strange, after all these years, how 
often I’ve been thinking of Emma Brad- 
ley. I suppose it’s because of reading so 
much about the relatively new science of 
choosing an advertising agency (with 
some of its aftermaths). In fact, it’s rare 
these days to pick up a trade paper with- 
out an absorbing account of “How we 
selected an advertising agency.” 

Phases of the new technique are catch- 
ing on even in the hinterland. Only re- 
cently here in Columbus, O., eight agen- 
cies were asked to compete for the privi- 
lege of placing a quarter-page ad in For- 
tune. The rules of the game were carefully 
detailed in a mimeographed sheet. No. 6 
was especially interesting...“No phone 
calls, please.” 


ws Invariably the aforementioned pieces 
on agency selection are well-written, au- 
thoritative and convincing. As detailed, 
the procedure is pat and precise... thor- 
ough and businesslike. 

First, so-many eligible agencies are iso- 
lated for contact. Then follow the invita- 
tions for interviews, the exchange visits, 
the questionnaires, the sifting, the elimi- 
nation down to 12, then six, then two and 
finally... THE WINNER! And when the 
public announcement is made, there's 
usually some expression to the effect that 
the client and agency are “marrying each 
other.” 

There must be respect and admiration 
for all this care in selection. The client- 
agency relationship is a highly significant 
and confidential one. Even in inflated 


times the budget of a national advertiser 
is not exactly circus food. It would seem 
associations so laboriously arrived at have 
more than a good chance to be enduring 
and mutually profitable. Advertisers who 
get good breaks in agency service usually 
deserve those breaks. 


= Yet the feeling gnaws and persists that 
a good thing can sometimes be overdone; 
that working out everything down to the 
gnat’s heel in advance may also have its 
disadvantages; that having publicly and 
jubilantly proclaimed at the top of your 
voice that “THIS IS IT!” a rather fright- 
ening and potentially embarrassing re- 
sponsibility has been built up... for both 
parties to the deal. 

Blueprints are not people ... an odds-on 
favorite like Citation has been defeated. 
If you want evidence on the point, you'll 
find it in a front-page story in the June 
16 issue of ADVERTISING AGE telling how 
a brewer changed agencies after hitting 
new sales peaks. (And don’t forget to 
look for similar stories in future issues.) 


® And that gets me back to those re- 
curring thoughts of Emma Bradley. 

She was an only child and her dad, 
Emmett Bradley, was president of the 
Third National Bank. From the day 
Emma was born, the course of her life 
was rigidly charted. Her mother was a 
Wellesley graduate, her father a Prince- 
ton man. Emma was a nice kid. Every- 
one liked her. 


She would have been more popular if 
her parents hadn’t been so ostentatiously 
protective. They didn’t believe in taking 
chances. Emma’s playmates were care- 


fully screened. She went to a private 
school, and the family chauffeur took 
her in the morning and called for her in 
the afternoon. The screening process be- 
came intensified as Emma grew into her 
teens, and boys entered the picture, The 
Bradleys knew the background of every 
lad with whom their daughter had even 
the most casual contact. 


= Emma naturally went to Wellesley. 
She had the conventional number of 
prom weekends, but parental permission 
to attend was not forthcoming until she 
provided a complete dossier on her es- 
cort. The boys liked Emma, and a few 
became serious. She quickly discouraged 
then, for she was an amenable child and 
knew what was planned for her. 

In due time, she would meet the right 
man—a Princeton graduate, member of 
one of its exclusive college clubs. His 
family would have considerable worldly 
goods, an umimpeachable background, 
reputation and position. Preferably he 
would be associated with an old-line in- 
vestment firm, but if that specification 
could not be met, Bradley could take 
him into the bank. 

Cabot Lonagen certainly filled the bill. 
He was Princeton ‘ all the rest—old 
New York family...father with seat on 
the Stock Exchange...Palm Beach in 
the winter... Bar Harbor in the summer 
..- polo... sailing. 


s Our town never will forget the wed- 
ding. The society editors went ecstati- 
cally crazy. A Meyer Davis orchestra 
was imported from New York. Lobsters 
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were specially flown in from Maine. 
Everything was according to the deluxe 
editions of Hoyle, Emily Post and the 
Marquis of Queensberry. Then a three- 
months’ honeymoon in Europe. 

Well, there was the perfect union. 
Cabot chose papa-in-law’s bank, and our 
town was the gainer. Wise people, the 
Bradleys—proof positive there’s noth- 
ing like doing things on a_ scientific 
basis. Whom God (or a four-page ques- 
tionnaire) has joined, let no man put 
asunder. 

These names are naturally fictitious, 
or you'd recall the rest of the story. It 
was front-page news. The $67,000 Cabot 
embezzled from the bank four years 
later was spent on a hotel hatcheck babe 
—a blonde floozie who'd quit school 
after the sixth grade. 

If she’d been smarter, she -wouldn’t 
have threatened to beat the bank ex- 
aminers to it and expose Cabot when 
he confessed he no longer could come 
across with the big sugar. In that case, 
she wouldn’t have been strangled, and 
Cabot wouldn’t now be serving life. 

Emma was a nice girl and confided 
she’d be waiting when he got out. But 
at best, that’s still another ten years, 

It was terribly sordid and unfortunate, 
but you can always find an antidote. 
Take Fred Finnegan, the mechanic who 
works on my car. He has five kids— 
brags he’s the happiest guy in town. 
Never tires of telling how he and his 
wife first got acquainted. It was at an 
amusement park, and they were both 
stranded for 30 minutes at the top of 
a balky ferris wheel. : 


Back the New Salesman 


By Whitt Northmore Schuitz 

In the challenging, sell-again era we’re 
in now, the salesman is playing a domi- 
nant role. Effective direct mail, intelli- 
gently used, can really help a salesman 
in his daily job. 

Salesmen should be introduced proper- 
ly to their prospects. One of the best ways 
to accomplish this introduction is by a 


friendly letter, prepared by the home of- | 


fice, and sent to customers and prospects. 
The letter, of course, should be written 
and sent only to the specific buyer the 
salesman will be calling upon. 

Personalizing the letter by clipping a 
small photograph of the salesman helps 
dramatize the situation and increases 
reader interest. You can obtain photos, 
size 14%x2 inches, in hundred lots, for as 
low as 5¢ each. 


s Your letter introducing your new sales- 
man could read like this: 

Dear Mr. “ 

We'd like you to meet a fine new sales- 
man who will be calling on you in a few 
days. His name is Robert A. Thomas and 


The Eye and Ear Department... 
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his picture is clipped to this letter. 

Bob, as he’s known to us, takes o 
for your friend Michael (“Mike”) Jone, 
who has been promoted to western ma 
ager in charge of our Los Angeles offic 

You'll find Bob sincere and consci 
tious. He knows your problems and h 
help you solve them promptly and ef 
ciently. Bob’s ten years of experience 
the grocery field will prove to be a 
help to you, we guarantee. 

We sincerely appreciate the many e 
cellent orders you've given us in the pa 
and we want to thank you in advance f 
your courtesy in seeing Bob Thomas. He 
be dropping by soon. Thank you. 

Cordially, 

A letter like this does three important 
jobs: 

1. Introduces the new salesman. 

2. Reminds the buyer of your company 
and your interest in the buyer's needs. 

3. Thanks the buyer for past business. 

Letters like this help keep the wheels 
of business running smoothly, I’ve found, 
and they build good will while helping 
a new salesman get a foothold in a new 
territory. 


How’s Your Stomach? 


On Tuesday and Wednesday, June 10 
and 11, Smith, Kline & French, a phar- 
maceutical house, took a half hour on 
NBC-TV—10 to 10:30 p.m.to let the 
television audience in on what was taking 
place at the 1952 American Medical Assn. 
convention at the Navy Pier in Chicago. 

This was not exactly as altruistic as one 
tire company’s taking full-page news- 
paper space to call attention to another 
tire company’s broadcasting of stories 
from the Bible, since Smith, Kline & 
French do produce pharmaceutical prep- 
arations, doctors do prescribe them, a 
whale of a lot of doctors belong to the 
American Medical Assn., and the AMA 
at present is engaged in a battle to de- 
feat Mr. Truman’s dream of socialized 


medicine. The program could be called 
good public relations. It could also be 
considere? a very shrewd investment in 
the currying of public acceptance and pro- 
fessional approval. Since it was connected 
with the medical profession, it was nec- 
essarily conducted on a highly ethical 
plane. After all, advertising is anathema 
to doctors. 

Dr. Roy Marshall, a sort of scientific 
Clifton Fadiman or Deems Taylor, did the 
emceeing job, and a professional job he 
did. Taking you from one exhibit to an- 
other, he made it quite clear that medicine 
today is more than prescribing one aspirin 
tablet every three hours and that inde- 
pendent, untrammeled medicine is wast- 
ing no time or effort—or, for that matter, 
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expense—to make your life and mine 
fuller, more productive and longer. 

Cardiac kitchens were shown—for wo- 
men with weak hearts who must not move 
too much or reach too high. Vacuum- 
cupped gadgets for women with only one 
arm were exhibited. Heartbeats on a tele- 
vision tube were telecast, and a gruesome 
close-up of a duodenal ulcer operation 
was beamed into tens of.thousands of 
living rooms. This—and the manner in 
which a tube is attached to the pectoral 
muscle to allow the manipulation of a 
mechanical arm, hand and fingers—were 
perhaps the most fascinating but nauseat- 
ing aspects of the two programs. Dr. Mar- 
shall explained that, generally, these are 
subjects telecast to interested physicians 
on closed-circuit TV. 

Of all the portions of the program, this 
was the. one that argued most cogently 


Employe Communications... 


for leaving medicine in professional 
hands—and keeping it out of the hands 
of the politicians. Many politicians them- 
selves, appearing on TV, have had a dis- 
turbing effect on the stomach, but if the 
two were ever combined, as Smith, Kline 
& French’s two programs amply demon- 
strated, the result would be disastrous. 


s To the credit of Smith, Kline & French, 
the commercials were handled in a reas- 
suring, dignified manner, reflecting fav- 
orably not only on Smith, Kline & French, 
but the whole pharmaceutical manufac- 
turing profession. What kind of rating 
such a program telecast weekly would at- 
tain is another question. As for this re- 
viewer, he feverishly twisted the dials 
for a good girly show. After all, there are 
more things to life than the purely physi- 
cal. 


Public Relations Inside the Gates 


By Robert Newcomb and Marg Sammons 
In manufacturing plants where lack 
of time is a blanket excuse to cover any- 
thing, the principal gripe of those at the 
ipervisory level is that they're never in- 
xrmed in advance. It stands to reason 
at, if an upper level policy decision 
@oesn’t get to a supervisor in time, it will 
robably arrive both late and distorted at 
e worker level. 
| Public relations people quite often hur- 
fy into the newspapers with some an- 
Bouncement of specific interest to em- 
oyes, without having first passed the 
ord inside the gates. It may add up to 
pressive yardage in the newspapers, 
t it adds up to a lot of ill will among 
iployes 
>A fumbled ball was recovered in St. 
yuis a short time ago when, through a 
mbination of circumstances beyond any- 
e's control, an important announce- 
ent got to the newspapers before the 
iployes heard of it. Here’s what hap- 
ned: 
= The department store, Stix, Baer & Ful- 
r, has been working out plans for a sub- 
ban shopping center. The store man- 
ement was waiting for the completion 
certain negotiations, which would have 
made the story more comprehensive, be- 
fore putting it out to the employes and 
public. Before any store statement was 
issued, however, the U. S. Department of 
Commerce reported to the press the ap- 
proval of the store's application for the 
use of restricted materials. This was 
routine so far as Commerce was con- 
cerned, but naturally the St. Louis pa- 
pers, tipped off to a story, wanted com- 
plete details and the store had no choice 
but to supply them. The newspapers car- 
ried the article, and even though Stix, 
Baer & Fuller issues a weekly newspaper 
for its employes, the story fell between 
normal deadlines—-too late for coverage. 
The bulletin boards evidently could not 
have done an adequate job on such short 
notice, either, so the store management 
had to see a major announcement reach 
the general public before it had been made 
to employes. This procedure is contrary 
to established store policy, and there was 
a certain amount of comment among em- 
ployes about it. 


@ The fat was in the fire, but the store 
management moved quickly to correct 
the situation: It came out promptly and 
frankly, and explained how it all hap- 
pened. It expressed the management's 
regret about it. The explanation was made 
in a box in the next issue of the store 
employes’ paper, “The Associate,” and 
with it there was published the full, de- 
tailed account of the new shopping center. 

There is to be found, in this simple lit- 
tle experience of a St. Louis store, one 


of the elementary lessons of sound indus- 
trial public relations: When something 
goes wrong, if it’s humanly possible ex- 
plain how it happened. In this particular 
case, no employe who knew the circum- 
stances would blame the store manage- 
ment—any fair-minded person could see 
how the situation came about. But if he 
didn’t know the circumstances, the em- 
ploye might regard the announcement in 
the newspapers as a snub, deliberate or 
not. 

A critic may remark of the foregoing 
incident that it was too trivial to com- 
mand the attention of management. This 
is, of course, possible. But it is true that 
some of the biggest bombs of industrial 
unrest have been ignited by fires as tiny 
as this. 
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Insurance Advertising Attracts Good Salesmen 


The editor of a leading insurance jour- 
nal was preparing to talk at a meeting of 
the Life Insurance Advertising Confer- 
ence, and asked me for some comments on 
insurance advertising. After considerable 
discussion, I gave him the conclusion that 
life insurance advertising has done more 
to help salesmen, by increasing their pub- 
lic acceptance and business stature, than 
any other one thing. 

The direct results of insurance adver- 
tising are of course considerable, but it is 
obvious that its chief value does not con- 
sist merely of getting leads for the field 
staff. Building interest in insurance as an 
indispensable part of family security, and 
thus making the call of a life underwriter 
welcome rather than resented, is the chief 
objective of most campaigns. In my opin- 
ion they have been extremely successful 
in this respect. 


s Not so many years ago the life insur- 
ance agent was considered a pest. He had 
a hard time getting interviews and mak- 
ing sales. Most of the policies sold were 
for inadequate amounts, compared with 
the protection actually needed. One of the 
causes of this public attitude toward most 
insurance salesmen was the fact that 
agents were in many cases part-time 
workers and were poorly prepared to dis- 
cuss the benefits of life insurance and how 
it could be tailored to individual needs. 
The latest advertisement of the Metro- 
politan Life Insurance Co. is a change of 
pace from its usual public health mess- 
ages, which have set such a high standard 
for public service advertising in ail fields. 
It is headed, “He’s an honor student—but 
he'll never graduate,” and tells the story 
of the continuous job of sales training 


carried on by leading life companies to 
educate their men in the growing com- 
plexities of insurance coverage. 

The advertising which Metropolitan 
and other leading life insurance compan- 
ies have done is one of the reasons why 
they have attracted so many good men to 
their field organizations. The life insur- 
ance business used to be considered the 
last refuge of the man who had been un- 
able to make good anywhere else. Today 
the opportunities in the insurance world, 
made clear by advertising more than any 
other single factor, are so great that able 
men gravitate to this field with the knowl- 
edge that it offers great opportunities both 
for personal success and public service. 


s Advertising of large insurance compan- 
ies is educational in the best sense of this 
much abused word. It makes people real- 
ize not only the need of protecting their 
families, their businesses and their em- 
ployes, but it creates a realization that the 
man who represents life insurance is in a 
dignified, useful business which justifies 
the respect and confidence of those whom 
he serves. 

The growth of life insurance advertis- 
ing, and in fact of all insurance adver- 
tising, shows that it has been recognized 
as a builder of good public relations as 
well as a sales promotion tool. While the 
value of coupons from advertising which 
field men can follow up should not be dis- 
counted, it is the increased acceptance of 
life insurance and its agency force which 
is the greatest single result of this adver- 
tising. It has helped to attract and main- 
tain a constantly growing organization of 
high-grade, qualified salesmen for whom 
life underwriting has become a career. 


Looking at the Retail Ads 


By Clyde Bedell 


This ad ran in a metropolitan paper with 225,000 circulation. 


No SENSE STRUTTIN’ YOUR STUFF 
AFTER THE GAL'S BEEN WON...! 


ee 
a ee 
se ae eee eerste eee ee ming and natin hae wee here Cont 
0 Oe Ggpeeees ... Oem en & ahd enn en ea & 
mma tegen and wat Mee thet meet omer arate 
ee ee 
scot end te UMRATARA YALUES @ FINE QUALITY Kenton 
mt Rt He catalina meee deed whe ae ag ap oer precimes do, 
Fae Rt ORE an NER ferme Se pa oe ome cae om 
cb hacen comrtny end Naiphainam bow tech we wre sien Semen mB any 
cen het machen pee beige precinct samp =i joy nd eae hy 
nt he pee wet all emery we ny Met po Rnd waiting seer ped pe 
ee ee 
. 


WATCH and WAIT * WATCH and WAIT * YOU'LL BE GLAD YOU DID! 
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What's Wrong with This Ad? 


Before you read our answer, make up your mind. Is it too 
big for its message? Is the body copy too small for the size 
of the ad? Is the story too complicated? Is the art too crude? 
What do you think? Or is this an excellent appeal to curi- 
osity? 


In that large an audience there is apt to be a good big crowd 
of prospects for almost anything any ad can offer. But the ad 
has to find, select, and winnow its own audience, out of the 
paper’s total circulation. 

What’s wrong with this ad? . 

What isn’t wrong with it? 

It is the job of an ad to communicate—to get across in the 
fastest way possible—the best possible story for the advertiser 
to tell. 

Many stores seem to feel that advertising is a creative exer- 
cise for the imaginations of advertising people. 

Actually, every ad has a seven-fold problem as I view it. That 
means every ad. Every merchandise ad, institutional ad, small 
ad, big ad, style-show ad, bargain ad, announcement ad. 

The seven-fold problem of an ad is (1) to attract (2) and hold 
(3) the favorable attention (4) of the maximum economic 
number (5) of the right kind of people (prospects) (6) while 
a selling story is told (7) and a desired action or reaction is 
induced. 

This ad fails in every one of tnese tasks. 

In the first place, the headline starts off from somewhere 
out in space—of no concern to the advertiser and no concern 
to the reader. And as though that were not sufficient to com- 
pletely miss the store’s rightful audience, the copy starts off on 
an altogether different tack that has as much relationship to 
the headline as the headline has to the story the store bought 
the ad to tell. 

Such criticism as this does not disparage the ad creator. Most 
people who create ads are kind-hearted and sincere people who 
would not kill baby chicks or kick cripples. They waste adver- 
tising dollars simply because management has never come to 
grips with advertising as a business man’s business activity. 
If management is willing to have money spent without regard 
to what research has proved about making advertising sell, 
why blame the people who think it’s fun to be “creative” at 
management’s expense? 

There is a great story buried in this ad—that the store wanted 
to tell. But it employed advertising people to obscure the story 
so the smallest possible number of readers would get it. 

A sign of maturity in advertising judgment is forthrightness 
...a Striving for clarity. It is the job of a good ad to reveal— 
not conceal. 
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Weekly Newspapers 
in Four-State Area 
Report Lower Nets 


HARRISBURG, Pa., June 25—Net 
profits of large and small weekly 
newspapers in a four-state area 
dropped last year for the third 
consecutive year. 

Average net income before taxes 
for 40 weeklies with over 3,000 
circulation dropped from 10.6% 
in 1950 to a new postwar low of 
9.3% last year. For weekiies under 
3,000 the 1951 profit fell to 9.9% 
from 1950 figures of 12.9%. 

These are statistics compiled by 
the Pennsylvania Newspaper Pub- 
lishers Assn. in its annual 
weekly newspaper cost survey. 
Newspapers included in the study 
are published in Pennsylvania, 
New York, New Jersey and Ohio. 


'mail order house specializing in Chicago department store, a_post 


8 Gross incomes for all the week- 
lies increased 15.7% in 1951, but 
expenses rose at the more rapid 
rate of 17.1%. Expenses of the 
smaller weeklies were slightly 
higher than those over 3,000 circu- 
lation. For the smaller weeklies 
expenses rose about 19% last year 
while their income increased only 
15%. 

Last year approximately 35% of 


| Magazines for the First Time 


|Maine lobsters and clams, 


| other accessories for $15.87, and a 


the newspapers in the PNPA study 
showed a profit margin of less 
than 6%. Net profits in 1951 for) 
weeklies over 3,000 circulation | 
ranged from 0.3% to 29.4%. Week- | 
lies under 3,000 showed net profits | 
before taxes ranging from 0.2% to} 
29%. Three of the larger weeklies | 
reported losses last year, all trace- | 
able to higher production costs and 
no corresponding increase in reve- 
nue. 


8 Weeklies over 3,000 circulation | 
showed a slight drop in revenue 
from advertising last year over 
1950, from 67.2% to 62.9% in 1951. 
Circulation was responsible for a 
larger percentage of income, from 
12.1% in 1950 to 15.4% last year, | 
due to higher subscription rates. 
Administrative salaries in both | 
groups took a_ sharp decline. | 
Smaller weekly publishers’ and ex- | 
ecutives’ salaries amounted to! 
6.5% in 1951 and 13.1% in 1950.| 
In the larger weekly field, such | 
salaries took 6.5% of the total in- 
come as compared with 9.8% in 
1950. Many costs in newspaper | 
production remained constant. 
Newsprint expenses remained) 
more or less constant for the 
smaller weeklies, but newsprint | 
cost for larger weeklies rose from 
6.9% in 1950 to 10.6% in 1951. 
This is the largest participation 
of weekly newspapers in the sur- 
vey since it was started in 1946. 


‘Furniture Production’ Bows 
in July: Whaley Is Editor 


A new monthly magazine, Furni- 
ture Production, will make its de- 
but in July. It will be published by 
a new firm, Production Publishing 
Co., 917 Berryhill St., Nashville, 
the same address as Southern Lum-| 
berman. J. H. Whaley Jr., who will | 
serve as editor and publisher, cur- 
rently is field editor and ad mana- 
ger of Southern Lumberman and 
will retain these positions. Mr.| 
Whaley said, however, “there is no} 
connection between the two pa-| 
pers.” 

The new publication will have 
a controlled circulation among 
makers of wood and metal furni-| 
ture, upholstered and novelty fur-| 
niture, caskets, store fixtures, turn-| 
ings, frames, carvings, furniture) 
plywood and veneers. 


Tri-State Adds 3 Accounts 


Tri-State Advertising Co., War- 
saw, Ind., has been named to di- 
rect advertising for Weber-Cos- 
tello Co., Chicago Heights, II1., 
maker of school supplies, maps, 
gloves and art materials; Engi- 
neered Equipment Co., Warsaw 
manufacturer of barrel pumps, and 
Humane Hog Ring Co., Winona 
Lake, Ind., maker of livestock 
equipment. 


Capn‘s Corner Uses Papers, Day Leaves Goldblatt's 
Margaret Day has resigned as 
Capn’s Corner, Camden, Me., promotion manager of Goldblatt’s, | 


CBS-TV Increases Discount 


CBS Television, New York, is 
offering advertisers a bigger maxi- 
mum station-hour weekly discount, 
15% compared with 10% formerly. 
Sponsors who buy 90 or more sta- 
tion hours per week qualify for 
this discount. 


direct to consumer sales of live she has held for seven years. Prior 
will to joining Goldblatt’s, Miss Day 
launch its first magazine and was advertising manager of Wie- 
newspaper campaign this fall. boldt Stores Inc., Chicago. 


51 


Joins ‘Hotel Monthly’ 


Morton Good has been appointed 
eastern advertising representative 
of Hotel Monthly. He will cover 
New York, New Jersey, eastern 
Pennsylvania, New England, Mary- 
land and Delaware. His headquar- 
ters are in New York. 


Previously, the company used di- 
rect mail exclusively. Two offers 
will be featured: a 12 “one-claw 
winners” lobster deal with free 
cooking kettle, lobster bibs and bd 
special rate on six 20-ounce tins of i} 
chicken livers in specially pre- 
pared sauces and gravies. tenant 
The company also is promoting 
a “Clam-Bake” special for sales 
conventions, club outings, etc. A 
commission is allowed agencies 
placing orders for clients’ sales 
conventions or customers’ parties. 


Promotes Rod McKenzie 


Rod McKenzie has been promo- 
ted to v.p. and account supervisor 
of Sherman & Marquette, New 
York. Mr. McKenzie joined the 
agency in July, 1951. Prior to that 
he had been with Lord & Thomas, 
Foote, Cone & Belding, J. Walter 
Thompson Co. and Leo Burnett Co. 


homes of his prospects and customers. . . 
to sell. . . Write to Dept. S-2. 
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PUBLISHING 
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you are interested in taking your sales promotion information 
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Take Issue on Auto Jobbers’ 
Lack of Interest in Advertising 
To the Editor: On Page 141 of 
your May 12 issue you carried a 
story under the headline, “Auto 


Jobber Salesmen Know What They | 


Want—and Ads Count Little.” 
We would be inhuman if we 

were not tickled pink at sight of 

our name in your news columns. 


In this case, however, we are 
somewhat embarrassed on two 
counts: (1) That Automotive 


Boosters B-18 was not mentioned 
as the client that ordered and paid 
for the survey cited, and (2) that 
the survey was interpreted in 
your columns as indicating that 
automotive jobber salesmen think 
advertising is unimportant. 

On the first count, Automotive 
Boosters B-18 engaged the re- 


nfluence 


¥..a powerful 
advantage of 
THE DALLAS NEWS 


@ An ofheer oBthe law in your rear- 
view mirror is strong influence. So is 


the word of a long-respected friend. 


e@ The News’ years of alert, careful | 


reporting and public service have 
earned the unswerving conviction 
of its readers. You hear them say “I 
saw it in The News,” always witha 


note of assurance and finality. 


e@ That, too, is strong influence... 
and wherever The News goes in this 
72-county North Texas market, this 
influence is an added ingredient to 
paper and ink, lending faith and 
respect to every word, 

© That is why any product is more 
wanted, more quickly accepted, more 
readily bought when it’s advertised 
in The Dallas News. 


CRESMER & WOODWARD, INC REPRESENTATIVES 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


| search department of Geare-Mars- 
ton to conduct the survey, the ob- 
jective of which was to find out 
how to increase the selling effec- 
tiveness of automotive jobber 
salesmen through manufacturers 
sales meetings. 

It should be explained at this 
point that Automotive Boosters has 
a national membership of some 
3,700 men interested in selling to 
the automotive after-market. But 
it was the 180 members of the 
Philadelphia chapter, Automotive 
Boosters B-18, who conceived the 
survey and dug down into their 
own pockets to finance it. 

Now for the second count. No 
one ever had made a survey to find 
|}out just what automotive jobber 
|} salesmen want and need to help 
them sell. In that respect this sur- 
| vey is unique, because it did find 
| out. It also uncovered some other 
| pertinent facts, including what 
;} manufacturers had the best sales 
meetings, what ingredients make 
good sales meetings, what made} 
standout sales meetings, and what | 
ruins sales meetings. The salesmen | 
also told what they liked most to! 
sell, what they liked least to sell, 
and the reasons for their likes and 
dislikes. 
| As for the advertising reference 
in your story, you should know the 
facts. It was apparent that adver- 
tising had not been sold to all of 
the salesmen who responded to the | 
questionnaire. Only a small num- 
ber—93—gave good advertising as | 
a reason why they liked to sell a! 
product. Yet their No. 1 reason for 
liking a product was that it was| 
“widely used and a good door! 
opener’’—certainly an_ indirect 
tribute to the power of advertis- 
ing to put a product into use and 
to give it wide recognition and 
prestige. They saluted the effect 
without recognizing the cause. 
| To go over your story point by 
point in a letter would take far 
too much reading time from your | 
busy day. A brochure on the find-| 
ings of the survey is in production | 
and will be available soon, Per-| 
haps you would like to see it and | 
take another crack at the story 


| pure as when it started the rounds, 


Philadelphia and if I am not mis- 
taken was sponsored by the Boost- 
er Club of Philadelphia. I don't 
think that that condition can set 
a pattern nationally. Just to the 
contrary, I believe that jobber 
salesmen prefer “blue chip” lines 
with proper advertising and mer- 
chandising programs to back them 
up. 

Time is an important element 
with a jobber salesman. If a line 
has been “pre-sold” it is just that | 
much easier for him to make the 
rounds and cover more of the 
many lines that he must talk} 


about. | 


I believe in all fairness to the| 
many fine manufacturers who 
spend millions of dollars to pro-| 
mote their products nationally, | 
some sort of an additional explana- | 
tion should be printed in your 
magazine. 

MARTIN FROMM, 

Martin Fromm & Associates, 

Kansas City, Mo. 

. o + 
Readers Provide Rabbit Poem 

To the Editor: Here is the “rab- 
bit” poem as we got it from a 
friend who got it from another} 
friend, etc. It may not be quite as) 


but it is still potent when used at 
the right moment in a sales meet- 
ing. 


Beware the deadly sitting habit, 

Or if you sit, be like the rabbit, 

Who keepeth ever on the jump, 

By springs concealed beneath his rump. 
A little ginger ‘neath the tail, 

Will oft for lack of brains avail, 
Eschew the dull and slothful seat, 
And move about with willing feet. 
Man was not made to sit in trance 
And press and press and press his pants, 
But rather with an open mind 

To circulate among his kind 

And so, my son, avoid the snare 
Which lurks within a cushioned chair. | 
To run hke hell, it has been found, 
Both feet must be upon the ground. 


We have used this a time or two. 
changing the last few lines to suit} 
the occasion, which is easily done. | 

S. F. Woopsripce, 

Bozell & Jacobs Inc., Omaha. | 

e i 

To the Editor: A copy of the) 

tale (tail?) of the enthusiastic rab- 


| vital, 


reports knows better. If it isn’t 
the money then it must be the 
principle. Circulation men just 
don’t rate as they should. So I’m 
writing to tell you that they are 
important, indispensable! 
You've heard the team yell that 
publishing is like a three-legged 
stool. Well, someone is going to 
fall flat on his 16-page folio if 
they don’t start putting that third 
leg under the business. 

Circulation and the men who get 
it justify the rates paid for adver- 
tising; deliver the readers who 
write the testimonials and buy 
from your advertisers. In recent 
years, circulation men played an 
increasingly important role in 
building up income from paid cir- 
culation. I don’t want to get into 
one of those chicken-or-the-egg 
debates, but let’s agree that cir- 
culation is one of those three legs 
on the publishing stool and as such 
is at least as important as the other 
two. 

Maybe this sense of being ig- 
nored is all my own fault. Up to 
now I was a peaceful laborer in 
the circulation vineyard but now I 
find myself compelled to speak for 
them as a group. With my new 
title in the ABP Circulation Round 
Table still glowing, I rise to protest 
on behalf of all circulation men. 
Odd as it may seem, I think circu- 
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issue. And we were pleased with 
ourselves for coining the term 
“Coffiest,” until a plug for “The 
Coffee-er Coffee” appeared on our 
television screens. 

I guess that truth remains stran- 
ger than fiction—even science-fic- 
tion. 

FREDERIK POHL, 
New York. 
e ~ » 
There's Room for Two 

To the Editor: My colleagues and 
I who are concerned with Celanese 
Theater, which has been telecast 
over the ABC television network 
since last October, read with in- 
terest your article entitled “Noble 
Experiment” in the Eye and Ear 
Department of your issue of May 5. 

We think your tribute to 
“Broadway TV Theater” is much 
deserved but, in any case, it is 
your opinion and we feel the same 
way about opinions that Voltaire 
said Helvetius felt. 

Our complaint is rather with your 
statement, “Since this is the closest 
TV has so far come to real thea- 
ter...,” which is stated as though 


| it was an accepted fact rather than 


lation men are important. Wanna | 
! 


argue? 
HENRY ZWIRNER, 
Circulation Manager, Fairchild 
Publications Inc., New York..- 


You'll get no argument from us, 


Mv. wlvner. We think oo Celanese Theater fused the realism 


people are important, too. 
Lasser didn’t report on circulation 
men’s salaries, so we couldn't say 
anything about them. 


Truth Remains Stranger 


an opinion. The point is, that those 
responsible for Celanese Theater 
have devoted a great deal of time, 
effort, talent, imagination, and 
money since last October to bring- 
ing real theater into the home. 
There is not sufficient space to 
present all of the testimony of out- 


| side experts as to whether we suc- 


ceed in our aim. However, the 
certificate accompanying the Pea- 
body Award to Celanese Theater 
says in part: “For the first time 


and vitality of the theater at its 


| best with camera and production 
| techniques revealing the limitless 


| 
| 


petential of television to project 
great drama into the American 
home.” 

Most of the leading television 


To the Editor: Cyril Kornbluth | critics have also been unstinting in 


| and I were more than pleased with | their praise of the accomplishments 


the notice you gave our science-|of the Celanese Theater as real 


fiction serial “Gravy Planet,” now 


| appearing in Galaxy, in your June 


2 issue. The only thing is, you re- 


of fiction instead of the sober, sci- 
entific extrapolation of present- 
day trends that, on my honor as a 
copywriter emeritus, it is. 

To see what I mean, compare 
our made-up commercial for 
“Swett” on Page 30 with the real- 


for the sake of correcting an un- bit has been sent to J. C. Bon-. life commercial for Stopette, which 


fortunate misinterpretation and 
withdrawing an unwarranted slap 
at advertising in your well read 
publication. Proof that it is well 
read is found in the reverbera- 
tions we are getting—from far and 
wide—to the last four words in 
your headline, “—and Ads Count 
Little.” 
WiLiiaM C. Faust, 
Director of Public Relations, 
Geare-Marston, Philadelphia. 


To the Editor: I have read with | 


interest your article on “Auto Job- 
ber Salesmen Know What They 
Want—and Ads Count Little,” 
printed in your May 12 issue. 
Your opening statement of this 
‘article “Automotive jobber sales- 
men don't seem to care a hoot 
about advertising” certainly is a 


far reaching statement. We here} 


ning. .. 
Joun T. Hart, 
Wolverine Shoe & Tanning 
Corp., Rockford, Mich. 
a . e 

To the Editor: The poem Mr. 
Bonning (Page 47, May 26 issue) 
is looking for is calied “Cave 
Sedem” and was written by the 
talented Theodore F. MacManus. 

C. E. T. ScHArRPs, 

Batten, Barton, Durstine & 

Osborn, New York. 
e o ce 
Circulation Man Rises 
to Make a Potent Point 
| To the Editor: Maybe I shoulda 
stood in bedlam, but that story of 
yours in the June 9 issue on “How 
Much Magazine People Make” cast 
so much light in so many direc- 
tions that I’m downright embar- 


| 


have no ax to grind with anyone rassed by the glare. And I’m em-)| 
as our entire business revolves| barrassed for all my brethren. | 
around the automotive distributor} It’s not the money but the princi- 
level. From experience, however ple. The article reported what J. K. | 
(and ours goes back 20 years), we| Lasser found as prevailing salar- 
do disagree with that statement. | ies “among top people in the maga- 
We feel that a product backed| zine and business paper field.” 
by adequate national advertising| Those “top people” went down to 
is a desirable product for a jobber | $4,000 a year assistant editors. 
salesman. After all, gentlemen, the | Also in the parade were sales and 
jobber salesman is weighted down| promotion managers of all kinds, 
with a big catalog containing per- leditors of assorted ilk, and other 
haps as many as three or four | miscellaneous titles, 
hundred lines and if he has to do| This spotlight on salaries in pub- 
the spade work on every item, he | lishing failed to reveal the exist- 
can’t sell merchandise. | ence of any circulation managers 
Now we happen to know a little| or directors. Or don’t they have 
bit about this survey which was| any earning more than $4,000 a 
made in a concentrated area in| year? Anyone who can read SEC 


you quote on Page 12 of the same 


’| view it as though it were a work) 


theater and many of them cite pre- 
cisely the program’s success in 


L 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, addressing or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, charges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5 


(Now in our 24th successful year.) 


hen one national 
advertisement costs many thou- 


sands of dollars, it is not practical 


to buy less than the finest photoengravings. This is 


_why many of the outstanding single and multiple page 


advertisements published during the past year were 


printed from engravings made at C. M. & H. 


COLLINS, 


207 NORTH MICHIGAN AVENUE 
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bringing real theater 


into the|a child’s wagon and operating our | not have the opportunity of read- 


home. For example, Jack Gould of! mower at the same time. Keep up ing these articles in their own 


the New York Times in listing the 
show in his Honor Role in 1951 
said in part: “...an excellent hour 
of real theater’; later during the) 
New York Times Youth Forum| 
broadcast over Station WQXR, Mr. 
Gould said, “If you take Celanese! 
Theater, that’s pretty close to the 
Straight Broadway theater ap- 
pruach.” 

Also, Harriet Van Horne, New 
York World-Telegram & Sun, in 
her year’s end Gold Star listings 
said, “Here is the living theater in 
your home.” Fred Rayfield in the 
Compass said, “The Celanese The-}| 
ater is the closest thing to Broad-_| 
way in television.” 

Perhaps the last word was im-| 
plied in the circumstances ~— 
rounding the presentation “ 
“Anna Christie” by the Celanese 
Theater, which was followed a few 
nights later by the Broadway legit- 
imate production which opened at 
City Center. Life said, “Anybody 
who saw both versions felt that 
‘Anna Christie’ was better on TV.” 
Harold Bromley, producer of the 
City Center version, was inter- 
viewed by Ben Gross of the Daily 
News when the Broadway show 
closed after an eleven day run. 
Said Mr. Bromley, “People who) 
had seen the TV show and who had | 
ordered tickets (for the stage ver-| 
sion) requested and got refunds.”| 
Whereupon Mr. Gross added the 
comment: “It is difficult to measure 
the actual impact video had upon 
the box office but it was sufficient | 
to cause Bromley to sound this | 
warning to fellow [Broadway] | 
producers: ‘Stay away from TV; | 
it’s poison’.” 


| 


GEorRGE CADENAS, 
Director of Public Relations, 
Ellington & Co., New York. 


Testimonials Do the Job 
in Leica Camera Series 

To the Editor: We agree [with 
The Creative Man] that testimo- 
nials are still effective, which ac- 
counts for our present advertising 
campaign being used in Time, 
Newsweek, U. S. News, Business 
Week, and Fortune, in which cer- 
tain leading business executives 
agree that using a Leica camera 
helps them to relax. 

At present, the names of the fol- 
lowing executives have been used 
in this campaign: C. E. Woolman, 
president, Delta Airlines; Lew 
Hahn, president emeritus, Nation- 
al Retail Dry Goods Assn.; John 
Steinway, Steinway & Sons; Jerold 
C. Hoffberger, president, National 
Brewing Co. These men were soli- 
cited for testimonials only because 
we found their names in our files 
as Leica camera owners. They 
were promised nothing and have | 
been given nothing except the) 
publicity which they can derive | 
from such an advertising cam-_ 
paign. 

We think this campaign is| 
unique in that none of the tempt- 
ing “come-ons” that The Creative 
Man mentioned in his column were 
used as persuaders. 

The campaign is effective, too. | 

STANLEY C. SAMUEL, | 

Advertising Manager, E. Leitz | 

Inc., New York. 


| 

} 

°° e e@ 

Okays ‘No Acrobatics’ 

To the Editor: The Creative 
Man’s Corner in the June 2 issue) 
gives me a laugh...it also gives 
the power mower industry a good | 
swift kick in the gas! 

We started this business five 
years ago with exactly $63. Had | 
you looked us up in Bradstreet’s| 
around that time, we were “Dun”, 
but building a good value and sell- 
ing it for $79.50 has built a sub- | 
stantial volume through service 
and quality. | 

We agree with The Creative Man 
100%. We wouldn’t want any of 
our people doing hand springs on) 


the good work. 
Bruce HAUGHTON, 
The Haughton Co., St. Peters- 
burg, Fla. 
* ° * 


Puts Model in Her Place 


To THE Eprror: Re JEAN NERO’s | 
LETTER TO EDITOR (ADVERTISING AGE, 
| JUNE 16) AD FEATURING MODEL WITH 


RECEDING SKIRT AND FALLING NECK- 
LINE Is ON Pace 10 In May Ovrt- 
pooR LIFE NOT PaGE 70 AS STATED 
IN LETTER. SHE IS ON PAGE 74 OF 
JUNE ISSUE. SUGGEST YOU INFORM 
READERS WHO MAY HAVE BEEN FRUS- 
TRATED IN ATTEMPTS TO FIND ADS. 
GEORGE BAUER, 
Promotion Manager, Outdoor 
Life, New York. 
o © . 


Argentine Business Men 
to Get AA Translations 

To the Editor: From time to 
time we have greatly enjoyed an 
outstanding article in your pub- 
lication. It is a great pity that 


language. This thought has led us 
to ask your permission to translate 
‘and give away in booklet form 
| among our friends an occasional 
' story from ADVERTISIN¢ AGE—nat- 
|urally with the proper credit to 
you... 
Ricarpo De, Luca, 
Ricardo De Luca—Publicidad 
Tan, Buenos Aires, Argentina. 
e o o 


Makes a Marketing Point 
To the Editor: The Editorial 
page cartoon of June 2 caught my 
“select-your-market-first” eye. 
Does Doty realize that Ace Ad- 
vertising Agency’s man probably 
killed three-fourths of JOE’s nor- 
mal market potential by placing 
JOE’S in the “elegant” class— 
practically guaranteeing that 
JOE’s clientele would by-pass him 
as probably too expensive. 
J. T. Kunrz, 
Sales- Development Manager, 


United States Rubber Interna- 


em 


y Causes Pain | down in Washington, I don’t think 
To the Editor: The sample ads/I’d care to have my wife spend 
showing reaction to the recent) any of the family budget at L. 
lingerie raids on Page 57 of the Frank Co., because the sanctimo- 
June 16 issue show pretty effec-|nious answer to the “panty raid- 
tively the value of the light touch, jens”  ooe me a pain right in the 
I think. 
I don’t happen to be a deat 


Donan H. Korz, 
boy, but if I were, and if I settled | 


Kenosha, Wis. 


The Fabulous Southwest 


The Nation's Largest Trade Territory 


refines 
COPPER 
240,000 tons annually 
—29% of all U.S. 
production 


Two Separate Newspapers — 27¢ Buys BOTH! 


Ohe El Pasn Times El Paso Herald-Post 


many Argentine business men do; tional, New York. 


An Independent Newspa A Scripps Howard Newspa 
Morning and Sunday a = —— = 


OVER...MOVE OVER! 


Whenever any client says —“Look—Mort—we’ve 
gotta brighten up our promotion or else” —remember 
this! The one sure way to stay out of the dog house is 
to give him something new—something really bright. 
There’s nothing brighter than DAY-GLO Daylight 
Fluorescent Colors. They're four times as bright 
—and visible up to four times as far —as ordi- 
nary colors. DAY-GLO colors are at their best for 


\\Y/ = | iin PRINTERS’ INK, ADVERTISING AGE, 
Seed ADVERTISING AGENCY and 
Fi Fi i SIGNS OF THE TIMES—every month. 


a BROTHERS, INC. 


_ 4732 ST. CLAIR AVENUE | 


CLEVELAND 3, OHIO 


A Ses 0 Fate 


billboards, car cards, dashes. They're wonderful 
for direct mail and point-of-sale material. And 
DAY-GLO inserts—in your magazines and trade 
papers —well, they just won't let a reader's eye go by. 


Call your DAY-GLO Color Consultant. Let him 
show you how to pep up a tired campaign, | how to 
make your best stuff look better. 


LAWTER CHEMICALS, INC. 


3554 TOUHY AVENUE | 


CHICAGO 45, ILLINOIS - on 
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‘Popps Are Popping Out in the West 


introduced in Seattle 


> Two Admen Hope Their 


Los Angeles is scheduled for 
Supermarket Basket Ads s.pt. 1, with the Midwest and 
East next in line. If western re- 


Will Expand Nationally 


yy sponse is a sample, the new medi- 
PortLanb, Ore., June 25—Popy um can be expected to become 
has things popping in West Coast standard equipment for supermar- 


supermarkets. This is a new ad- kets and an important adjunct to 
vertising medium, carefully cov- food advertising media. 
Mie ered by patents, called “Popp— 


® The spade work and developing, 
lasting nearly two years, was done 
by the Popp owners, Jack Clena- 
ghen, who sold his partnership in 
Allen & Clenaghen (one of Port- 
land's top agencies) to devote full 
time to Popp, and Donald W. 
Green Jr., who pioneered in 
piped-in music for Portland stores. 
Mr. Green owns the Point-O- 
Salescast advertising firm. 
Supermarket owners have found 
their sales talk easy listening. The 
originators have labeled their 


point-of-purchase posters.” 

Attractively mounted in 
frames clamped to the edge of 
shopping carts just below the 
handle, the posters carry a store 
directory. In the same frame are 
brand name advertising posters 
that western and national proces- 
sors and distributors were willing 
to buy even before actual tests— 
all because of the idea's potential. 

Popp was developed by two 
Portland admen. It had its first 
large-scale use in Portland super- 
i markets during May. By now they 
/ are in more than 70 stores in Port- 
land, Salem and Beaverton in Ore- 
gon and Camas and Vancouver in 
Washington. They are also being 


metal 


chandising medium giving 


pect is in a 
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Coming 
Conventions 


*Indicates first listing in this column. 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 
House, Chicago 

*Sept. 7-9. New York State Publishers 
Assn., annual meeting, Whiteface inn, 
Lake Placid. 

Sept 11-13. Newspaper Advertising 
Managers Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal, Que. 

Sept. 28-Oct. 1. Assn. of National Ad- 
vertisers, fall meeting, Hotel Plaza, New 
York 

Oct 2-4 Advertising Typographers 
Assn. of America, 26th annual meeting, 
Grover Park Inn, Asheville, N. C. 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 4-7. Mail Advertising Service Assn., 


International, annual convention, Shore- 
ham Hotel, Washington, D. C. 
Oct. 5-9. Advertising Specialty Nation- 


al Assn., annual convention and specialty 
fair, Palmer House, Chicago. 


service “the only advertising-mer- 
you 
constant selling where your prod- 
uct is available, while your pros- 
buying mood—with 


PLASTIC DECAL 


NO ADHESIVE—NO MOISTENING— YET IT 
STICKS FOREVER—OR LIFTS IN A HURRY! 
Detail men love it, because Dealers say “Yes” at first 
glance. It's a new type of plastic decal that is revolu- 
tionizing point of purchase merchandising. Saves its 
own cost on “put-up time” alone. For samples and 
details write 


the AD-STIK Company 


5850 Center Ave. + Pittsburgh 6, Pa. 


Repeat Orders From 


* CAMEL CIGARETTES 
* WESTINGHOUSE 

* CALVERT 

* GENERAL ELECTRIC 
* U.S. RUBBER 

ond Hundreds of Others 


} 


POPP IN THE NORTHWEST—Jack Clenaghen (left) and Donald W. 
their new patented advertising medium—a supermarket directory on shopping carts. 


money to buy—at the point of 
purchase where more than two- 
thirds of all decisions to buy are 
made.” 

In addition, they state: “For 75¢ 
per thousand shopper impressions, 
they push your advertising around 
in front of them constantly during 
their 20 to 30-minute shopping 
tour.” 


|@ Advertising is not placed in su- 
permarkets where the advertised 
|product is not sold. No competing 
product is placed on the same cart. 
No preferred positions are given 
on posters. The ads are given an 


> f+ 


Pictured is KFAB Farm Service Director presenting KFAB's Uni- 
/ versity of Nebraska scholarships to Nebraska's Champion 4-H 
J Club Speakers: Doris Jean Anderson and Douglas York. 
3” KFAB—4-H Clubs . working together for a better Nebraska 
is the achievement citation commemorating the 10th annual 
KFAB-sponsored 4-H Club Public Speaking Contest. Boys and 
girls throughout Nebraska take part in this service sponsorship 
every year . with awards and ribbons going to the best boy 
“4 and girl speaker in each county contest helping to build 
4-H is a continuing achievement of the Midwest Empire Sta- 
tion—another achievement that builds acceptance for the sta- 
tion's advertisers. Get the facts on KFAB from Free & Peters 
. or contact General Manager Harry Burke 
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Green Jr. show 


equal number of top and bottom 
positions on each side of the post- 
ers. 

The program got under way 
May 1, with 2,000 circulation loca- 
tions as a starter, offering an esti- 
mated 1,000,000 shopper sales im- 
pressions a month. 

On the carefully worked out 
mechanical side of the plan, ad- 
vertisers are advised something 
like this: 

“Over-all size of advertising 
cards must be exactly 2%x4%4” 
with the message size centered 2x4 
and a 1/8” margin on all four 
sides.” 


® Cards must be printed on two- 
ply Kromekote stock or the equiv- 
alent with a 10% over-run for re- 
placements for damaged or soiled 
cards. If the same ad copy is to be 
used for more than one month, an 
equal number of cards must be 
supplied for each succeeding 
month. Cards are replaced every 
30 days unless soiled or damaged 
before that time. 

The deadline has been set as 
the 15th of the month preceding 
the showing. 

With an eye on rapid circula- 
tion increases, partners Clenaghen 
and Green have set a limit of 
three months on advance pur- 
chases of space. 

For the large-scale kick-off, 
monthly rates were set at $1,009 
for 2,000 baskets, $689.90 for 1,333 
baskets, $354 for 667 baskets and 
$281.25 for the minimum of 500 
baskets. 


Promotes L. Wallace Moore 

L. Wallace Moore, who has been 
sales manager of the napkins and 
facial tissues department of Crown 
Zellerbach Corp., San Francisco, 
has been promoted to head the 
consumer goods sales division, He 
will be in charge of the marketing 
program of all consumer goods 
items. 


Howard Starts TV Company 

Sandy Howard, formerly new 
program and sales director of 
Kagran Corp., has set up his own 
radio and TV packaging company, 
Sandy Howard Productions, at 15 
W. 42nd St., New York. 


Oct. 8-10. Direct Mail Advertising Assn., 
35th annual conference, Shoreham Hotel, 
San Bernardino, Cal. 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 13-16. Printing Industry of Ameri- 
ca, 66th annual convention, Chase Hotel, 
St. Louis. 

Oct. 19-22. Western Classified Advertis- 
ing Assn., Mission Inn, Riverside, Cal. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Hotel del Coro- 
nado, Coronado, Cal. 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W. 

a. 


Dec. 7-11. Outdoor Advertising Assn. 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago. 

Dec. 27-29. American Marketing Assn., 
conference, Paimer House, Chicago 


Truckers to West-Marquis 

West-Marquis, Los Angeles, has 
been named to handle advertising 
and public relations for the Cali- 
fornia Motor Transport Assn. An 
institutional newspaper program 
throughout the state is planned. 
The association is the coordinating 
unit for the Motor Truck Assn. of 
California, Los Angeles, and the 
Truck Owners’ Assn. of California, 
San Francisco. 


Magazine Reduces Page Size 

Farm and Ranch-Southern Agri- 
culturist will reduce its page size 
from 680 lines to 429 lines be- 
ginning with its January, 1953, is- 
sue. Rates will be announced in 
the near future. Reason for the 
size change given was that the 
current trend in farm publications 
is toward the 429-line page. 


Three Join Agency Network 

Perry-Brown, Cincinnati; Ad- 
vertising Associates, Louisville, 
and F. H. Faber Advertising Inc., 
Minneapolis, have been elected 
members of the Midwestern Ad- 
vertising Agency Network. The 
total membership of the network 
is now 10. 


Drake Joins Carl S. Brown 


F. Stoddard Drake, formerly 
with Procter & Gamble, Colgate- 
Palmolive-Peet Co., and more re- 
cently with Compton Advertising 
Inc., has joined Carl S. Brown Co. 
in an executive capacity. 


Ross Roy Promotes Thornhill 
John L. Thornhill, with the 

agency since 1940, has been pro- 

moted to v.p. and account super- 


2 visor for Dodge trucks in the De- 


troit office of Ross Roy Inc. 


Using 
THE AD-VER-TIS-ER, 


INC., 


for Dealerships: 
FORT WAYNE, INDIANA 
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Gamble Predicts 
50% Increase in 
Ad Expenditures 


Tells Ad Assn. of West 
That Peacetime Volume 
Should Hit $9 Billion 


SEATTLE, June 25—Advertising 
volume in a peacetime economy 
should reach $9 billion a year, 50% 
greater than present volume, Fred- 
eric R. Gamble, president of the 
American Assn. of Advertising 
Agencies, predicted today. He 


Ad Assn. of West 


spoke at a luncheon meeting of the 
Advertising Assn. of the West’s 
49th annual convention. 

Mr. Gamble recalled that five 
years ago he shocked a good many 
in the profession by forecasting an 
advertising volume of $6 billion, 
double the 1946 rate. His forecast 
was based on a gradual stepping up 
in volume of advertising as a per- 
centage of national income. Be- 
tween World War I and World War 
II, advertising expenditures aver- 
aged 3% of national income. 


es “A great deal more—and better 
—advertising and selling is going 
to be needed to find customers for 
the enormously increased output of 
our U.S. plants as our defense tool- 
ing-up is completed,” Mr. Gamble 
said. 

“Our gross national product is 
now at the rate of over $360 billion. 
Advertising, even at $6.5 billion, 
as it was in 1951, is once again 
less than 2% of the value of the 
output it is helping to sell. This 
low 2% rate—lI consider it low— 
has been due, of course, to mo- 
bilizing, tooling-up and defense, 
when so much of the output of our 
plants has not been available to 
consumers.” 

But over the long run in peace- 
time, Mr. Gamble saw no reason to 
expect a lower rate for advertising 
than 3%. He added that this is an 
average for U. S. industry as a 
whole, not the rate for any indi- 
vidual advertiser. 


8 Better efficiency in advertising 
and selling may make it possible 
to do the job with a lower rate of 
advertising, but only “from time to 
time...not for long periods in 
peacetime,” Mr. Gamble held. 
Among reasons why the rate of ad- 
vertising can not be cut for long 
periods he cited “an increased pro- 
portion of our national income 
available for optional purchases, a 
higher percentage of the total in- 
come remaining after subsistence 
purchases, and thus a bigger job 
for advertising to do in relation to 
the total economy. 

“If we are to maintain a $300- 
billion economy or more—and the 
plant is built for it—then adver-| 
tising volume should rise in peace- 
time to at least $9 billion in order 
to do its part in selling,” he contin- 
ued. 

“Maybe its part will be even 
larger, because advertising is the 
mechanized counterpart in distri- 
bution of the machine in produc- 
tion. And it may be that a higher 
rate of advertising will be needed 
in the future.” 


8 To do this bigger job, advertising 
rill need, he added, “the ablest 
ople, the soundest facts and in- 

formation, the highest conduct, 

and the best understanding.” Spell- 
ing out some of these requirements, 

Mr. Gamble cited these needs: 
Peop.e: “People are the heart of 

advertising. The plans we make 

and the ideas we create are only 
as good as the people who con- 
ceive them. The very nature of our 


business cries out for able people. | 
But by and large, we have not al- 
ways been able to attract the peo- 
ple we need. . .Right this month we 
are losing any number of able 
young people to those companies 
which send out field men to can- 
vass the college graduating class- 
es.” 

As one step toward drawing 
qualified people into advertising, 
the Four A’s developed its “Ex- 
aminations for Advertising.” A re- 
view of results, now being made 
by a group from J. Walter Thomp- 
son Co., shows that in nine cases 
out of ten, the employer says the 
same about an employe as the, 
Four A’s exam showed. 


@ Researcu: “Research in distri- 
bution is pitiful by comparison 
with research in production. It is 
not only scanty but superficial. We 
need to know more about basic 
motivations. What makes people do 
what they do, buy what they buy 
—or don’t buy? What makes peo- 
ple respond—or fail to respond— | 
to selling?” 

IMPROVEMENT OF ADVERTISING: 
“We need more thinking about our 
ethical problems and less emotion; 
more machinery. . .to deal with bad 
practices and less crying with 
alarm.” 

RELATIONS: “It isn’t enough to} 
do our work well or behave prop- 
erly. We must also be sure that 


| what we do is understood, not mis- 


construed or misinterpreted. That, 
means ‘talking right’ in addition to 
‘doing right,’. . and. ..getting better | 
understanding for advertising it- 
self.” 


8 How White King soap slugged it 
out with detergents for the west- 
ern market made a spine-tingling 
story at today’s session. The story 
was told by Robert Temple, v.p. 
of the Raymond R. Morgan Ad- 
vertising Agency, Hollywood, 
which handles the account for the | 
manufacturer, Los Angeles Soap | 
Co. 

Last spring, as the result of a 
four-week check of competitive 
advertising in White King’s ter- 
ritory—the 11 western states—the 
company came up against the full 
impact of sales promotion on be- 
half of competitive products. The 
survey showed that newspapers 
during the four weeks carried 610,- | 
000 lines of advertisements for de-| 
tergents and 104,000 for soaps. 
During that same period, White 
King ran only two ads. 

| 
® From this survey, the decision 
was made to open up with “fight- | 
ing copy, using the only kind of | 
words we thought were adequate,” 
Mr. Temple said.’ 

“We came out with full pages 
in newspapers in two colors, and 
used the boldest heads we have 
ever seen for soap. In a company 
that had never before used super- 
latives, we opened our first ad in 
this series with a headline contain- 
ing four superlatives: ‘Easiest, 
cheapest, cleanest and safest’. 

“And we wrote the kind of copy 
that we think goes with that sort of 
headlines. The ads had guts.” 

Throughout the campaign ran 
one basic theme, “nothing washes 
like real soap, and there is no soap 
like White King.” That theme was 
sound, Mr. Temple said, in a fast- 
moving ad-libbed talk, because the 
company’s research over many 
years proved that there was no 
soap like White King, and “be- 
cause detergents don’t wash.” 


s Other headlines in the series 
struck just as hard. One cried: “It’s 
against the law to say soap unless 
there is soap in the package,” and 
“What you really buy is a pack- 
age of cleanliness. With White 
King you get it.” 

White King also tied in with the 
interests of washing machine deal- 
ers, using such headlines as, “When 
a better product is made for wash- 
ing machines, White King will 


‘theme used by 
| manufacturers, White King turned 


| ical 


WINS GOLD BRUSH—Bob O'Reilly (in dark suit), Sigman & Associates, receives the 
top award in the Artists Guild of Chicago's sixth annual commercial art competition. 
Boris Hamilton, chairman of the awards competition, presented the gold brush award 


at an exhibition of pictures which will go 
Gildersleeve (left), art director, Campbel 


on tour this week. Looking on are Jack 
l-Ewald Co., and Edward A. Grossfeld, 


who heads the agency bearing his name. 


make it.” In addition, in one year 
about $250,000 worth of washing 
machines were given away as priz- 
es in consumer contests. 
Hammering at the “no rinse” 
some detergent 


out ads that showed a baby, tears 
on the face, saying: “Mama, aren’t 
you going to rinse me?” Other ads | 
said, “Isn’t it silly to think you! 
have washed clothes and still leave | 


them dirty?” 
s One of the complications in the 
campaign was the necessity to) 
teach people to use a second prod-| 
uct, a water softener, for best re-| 
sults, even in areas having rela-| 
tively soft water. As a result, the| 
campaign offered a change of pace, | 
with some ads adopting a teaching 
style. 
For point of purchase aids, the) 
newspaper advertisements were} 
repeated on the backs of White} 
King packages. Grocers also hung 
up the full-page newspaper color | 
ads. One important factor here, | 
Mr. Temple observed, was sympa-| 
thetic recognition by grocers that} 


| White King is “a long-established 


western concern and is battling | 
with the big three.” | 

Cracking at ads of detergents, | 
White King headlines read: “No 
impossible claims. Really washing | 
results,” and “Doctor, what’s the! 
matter with my hands? Are chem- 
washing products making 
them rough, red and dry?” 


s Ads have been carried in The 
American Weekly on the West 
Coast once in four weeks since 
October, 1946. This has been con- 
tinued, but the theme has been 
shifted over to the new series. In 
addition, White King uses This 
Week Magazine on the West Coast, 
Seattle Times magazine, Denver 
Post magazine, Sunset, Family Cir- 
cle, Western Family, and grocer 
trade papers. Hemingway's news 
broadcasts are sponsored on 76 
western stations, and spot radio is 
carried on 18 other stations. 

As an indication of results, Mr. 
Temple cited the recent opening of 
two Owl-Rexall super grocery 
markets in the Los Angeles area. 
In a double-truck store promotion 
for the opening, White King was 
the only soap promoted, and it 
was carried at a special price. For 
point of purchase boosting, White 
King built a floor-to-ceiling re- 
volving mass display, lighted by 
fluorescent illumination. 

The opening drew 25,000 in the 
first three days. Of these, 8,000 
bought White King, a ratio of one 
in three, compared with the usual 
pattern of one in seven for White 
King. 


® Advertising needs a code to con- 
trol objectionable advertising, but 
the code should be positive, rather 
than just negative, and it should 
be entirely voluntary, without 
backing of force or coercion. 
Those were the highlights of the 
report laid before the conven- 
tion by Clair G. Henderson, Arthur 
G. Rippey & Co., Denver, who 
served as chairman of AAW’s ad- 


vertising improvement committee. 

The concern, Mr. Henderson 
said, is over “that small amount of 
advertising” that is beyond gov- 
ernment regulation or Better Bus- 
iness Bureau action, yet is objec- 
tionable and hurts the effective- 
ness of advertising and the public 
relations of the business. 


8 In efforts to clean up this ad- 
vertising, Mr. Henderson said, 
sharp distinction should be made 
between educational efforts and 
compulsion. Advertising people 
should center their work on edu- 
cational efforts, Mr. Henderson 
held, observing, “it would be un,-’ 
fortunate if it was found that a 
business built on the art of per- 
suasion might have to add an ele- 
ment of coercion.” 

Especially, the committee rec- 
ommended that loca! clubs set up 


|advertising improvement commit- 


tees to forward complaints to 
AAW headquarters. AAW would 
act as the conveying agency, work- 
ing through a special committee 
set up for the purpose, to screen 
and forward complaints to the 
advertiser and agency. 


JUNIOR CLUB ELECTS 
GARDNER CHAIRMAN 

SeatrLe, June 25—Allan Gard- 
ner, Gardner Pictures, Culver City, 
Cal., was elected chairman of the 
junior division of the Advertising 
Assn. of the West. 

Other officers, all district chair- 
men, follow: Pat Prague, Gonzago 
University, Spokane, Wash.; Bill 
Marshall, San Francisco News; Jan 
Forgette, Mogge-Privett, Los An- 
geles, and Murray Zapfe, Printed 
Packaging, Vancouver, B. C. 

AAW chose San Francisco as the 
convention city for 1953. 


NARTB Defends 
Self-Censorship 
Before Congress 


Wasuincton, June 26—Spokes- 
men for the National Assn. of Ra- 
dio & Television Broadcasters 
urged House investigators today 
to give the industry a chance to 
deal with radio and TV program- 
|ming problems 

NARTB President Harold , Fel- 

|lows told the speciaif House inter- 
| state commerce subcommittee on 
|radio and TV programs that there 
is a growing awareness on the part 
| of the individual operators of sta- 
| tions and the public at large that 
“it is infinitely better for the in- 
dustry to regulate its own affairs 
than authorize the government to 
extend any form of censorship con- 
trol over what the American peo- 
ple shall see and hear.” 


® Opening the industry's case, in 
reply to programming criticisms 
which have been reported to the 
committee, Mr. Fellows said: 

“I most urgently petition your 
committee to recognize the sincere 
efforts of the industry in the mat- 
ter of sound and effective self- 
regulation. And to the extent that 
you think it is merited I ask that 
you record a vote of confidénee 
for this distinctly American Way 
of dealing with this important @s- 
pect of our national life.” ‘ 

John E. Fetzer, TV code re 
board chairman, predicted that 
industry, “as a matter of enli 
ened self interest, will adher 
standards of good practice, 
cause collective security is 
volved.” 


® Assuring the committee that 
code board will insist on the eli 
nation of bad advertising practi 
he declared “it behooves us to 
doubly certain that we allow 
consideration of expediency to 
pinge upon our vital responsib 
toward the family group.” 

As spokesman for the indu 
Mr. Fellows insisted that a g 
deal of the national criticism 
TV programs “is inspired by 
ganized campaigns of mino 
groups having an ax to grind.” 

Rep. Arthur Klein (D., N. 
added that the committee was 
ceiving thousands of letters from 
what appeared to be the “lunatic 
fringe.” 

“These people appdrently torture 
themselves by listening,” he com- 
mented. 


Van Gunten Retires; 


Hussey Successor 


Cuicaco, June 26—H. R. (Russ) 
Van Gunten, v.p. and director of 
media in the Chicago office of 
Foote, Cone & Belding, will retire 
June 30, and plans to make his 
home in the Lake Worth area in 
Florida—not too far from the new 
home of his recently retired friend 


‘ 


Robert Hussey 


Russ Van Gunten 


Larry Meyer, longtime advertising 
manager of International Cellucot- 
ton Products Co. 

Robert F. Hussey, who has been 
assistant director of media in 
charge of plans, has been elected 
a v.p. of Foote, Cone & Belding and 
successor to Mr. Van Gunten as 
director of media in the Chicago 
office. Mr. Hussey joined FC&B 


five years ago, having previously 
been head of media market an- 
alysis with Dancer-Fitzgerald- 
Sample. 


s Russ Van Gunten is one of the 
best known and best liked men in 
Chicago media circles. A graduate 
of Pennsylvania U’s Wharton 
School who took two years of law 
at George Washington University, 
Mr. Van Gunten entered the agen- 
cy business with John H. Dunham 
Co. in Chicago in 1920, and left 
it briefly for space selling in 1931. 
In 1933 he joined Lord & Thomas 
as media director, and continued 
with that agency and its successor 
without interruption. Half a dozen 
years ago he estimated that he had 
purchased about $150,000,000 in 
space, and the figure currently 
must be well over $200,000,000, 


Korn & Co. Names Raughley 

William C. Raughley, formerly 
with Al Pau! Lefton Co. and Young 
& Rubicam, has joined J. M. Korn 
& Co., Philadelphia, in an execu- 
tive capacity. 


Rogers Co. Names Greaser 
William J. Greaser, formerly 
with General Electric Co., has 


been named an account executive 
| with Richard H. Rogers Co., New 
| York. 
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Ad Assn. of West Gets Blueprint 


for Reorganizing, Revising Aims 


(Continued from Page 2) 
work AAW can do is help its mem- 
ber clubs carry on a never-ending 
program of education among stu- 
dents and teachers in schools, col- 
leges, universities. We must work 
for a better understanding of the 
contributions advertising makes to 
our free life every day, and the 
part it plays in protecting human 
freedom. We must drive home the 
fact that advertising, by creating | 
wants, not only helps expand our} 
power to produce the good things | 
of peace, but also the weapons to} 
preserve peace 


s “The more successful the AAW 
and its member clubs are in dem- 
onstrating the worth of advertis- 
ing, the fewer and less violent will 
be advertising’s opponents. Legis- 
lators who realize that advertising 


- 


The only Are cars eacto 0 LOW 
“ 


is a strong arm of our economic 
system are less likely to advocate 
cutting that good arm off at the) 
shoulder when a few fingers need 
soap and water... 

“Specific educational programs | 
in local communities must be the! 
responsibility of individual clubs.” 

Help in planning and executing 
educational programs is a key part 
of AAW’s, job, Mr. Gros added. 

Hand in hand with educational 
work goes effort toward improving 
advertising, the committee said in 
this observation: 

“AAW...has the responsibility 
of coordinating and spearheading 
the efforts of its member clubs to 
eliminate bad advertising practices 
and make our profession not only 
a damsel of surpassing beauty but 
a respected woman as well. . .Suc- 
cess in stopping bad advertising in 
one place can help the fight in 
others.” 


® Specifically, the committee rec- 
ommended that a code of good ad- 
vertising practices be drawn up 
for adoption by member clubs. It 
noted that such a code was advo- 
cated by two-thirds of those re- 
sponding to the questionnaires. 

Go slow, the committee advised 
AAW, on projects undertaken in 
liaison with the American Assn. of 
Advertising Agencies, Assn. of Na- 
tional Advertisers, Advertising 
Federation of America, Advertis- 
ing Council, Brand Names Founda- 
tion, etc. “Projects of these or- 
ganizations are timely, important 
to advertising. ..But they are not 
the primary business of. . .the trade 
association of organized advertis- 
ing in the West.” 

Projects of these national organ- 
izations should be transmitted to 
AAW’s member clubs for their in- 
dependent action, it was suggested. 


s But the committee commended 
the work of AAW on legislation in 
guarding against “uninformed and 
unfair legislative attacks on adver- 
tising.” 

The committee called for more 
frequent issues of “The Voice,” 
quarterly house organ, with the 
addition of news about club pro- 
grams and personal items. It rec- 
ommended also incorporation in 
“The Voice” of the Juniors’ publi- 
cation, “The Whisper.” 

The committee fired a salvo at 
some of the traditional functions in 
AAW. Annual. visits of the AAW 
president and executive v.p. to 
clubs should be “work sessions and 
not clambakes” and should be fol- 


lowed by a report “to various clubs 
on what is going on throughout | 
the West...Club members appear | 


LUNCHEON SESSION—C. L. Miller (second from left), president of the company of 

the same name, was honor guest at a recent clinic meeting of the National Assn. of 

Radio & Television Stotion Representatives in New York. Others ore (left to right) 

Arthur McCoy of Avery-Knodel, T. F. Flanagan, managing director of the associa- 
tion, and Jones Scovern of Free & Peters. 


even more overweight than the 
fuller-framed annual convention. 
The mid-winter meeting should be 
made a small work conference for 
AAW officers, committee chairmen 
and club officers devoted primari- 
ly to discussions of AAW business.” 

The executive v.p. should be the 
“hired servant” and “should not 
have to meddle in association poli- 
cies.” Mr. Gros paid tribute to 
Charles W. Collier, longtime exec- 
utive v.p., for “sincerity, indefati- 
gable energy and great earnestness 
of purpose” but said it was up to 
the board and president to lay 
down a blueprint and clear policy, 
and to avoid a vacuum 


By-laws were revised, on recom- 
mendations of Mr. Gros, to express 
more clearly the objectives of the 
association. Beyond that, the com- 
mittee’s report was laid before the 
incoming officers for action on sep- 
arate points. 

Members of the committee, all 
San Franciscans appointed at the 
end of last year’s convention, were: 


Mr. Gros; H. C. Bernsten, Bureau of 
Advertising, American Newspaper Pub- 
lishers Assn.; McCulloch Campbell, Pa- 


cific Coast manager, Crowell-Collier Pub- 


lishing Co., E. M. Runyon, sales promo- 
tion manager, California Packing Corp.; 
Harold F. Haener, publicity § director, 
Macy's of San Francisco, and J. G 
Motheral, manager, Batten, Barton, Dur- 


stine & Osborn 


Foote, Cone’s Carney Stresses Role of 


Trademark in Making 


(Continued from Page 2) 
clared, “seldom occurs spontane- 
ously. Like most other relation- 
ships, it has to be cultivated. Be- 
cause good relationships require 
effort and money, advertising and| 
the trademark have an investineut) 
value. 

“Treating advertising as a cur-| 
rent expense,” he said, “gives it| 
less value in the advertiser’s :nind 
than it would have if he were to 
regard it in its true light, that is, 
as a capital item which has a hid- 
den, but nonetheless real, value 
that is not disclosed on the balance 
sheet. While any experienced ad- 
vertising man will agree that ad- 
vertising has a cumulative effect, 
the feeling that each year’s bud- 
get turns over a new leaf some- 
times engenders the belief in ad- 
vertisers that advertising requires 
no continuity in content or form 
with what went before...Lack of| 
consistency or continuity in your | 
advertising, which gives your) 
trademark its personality, under-| 
mines its value. The advertising of | 
Cadillac, Kleenex, Gillette, Toni,| 
Chanel No. 5, Green Giant peas, 
Kodak, have not changed the basic 
personality of their trademarks for | 
years. 


Advertising Sell 


newspapers to be free. “They must 
also be responsible to the com- 
munity,” he said. 


® Dr. Robert E. Wilson, board 
chairman of Standard Oil Co. (In- 
diana), declared that the Federal 
Trade Commission has “become 
largely a_ political propaganda 
agency dedicated to building up 
prejudice against business, and 
particularly what it calls big busi- 
ness.” 

The oil company executive said 
there is nothing resembling a mo- 
nopoly in any major industry to- 
day. In the last 16 years, he said, 
total number of businesses in the 
U. S. has increased from 3,000,000 
in 1935 to 4,000,000 in 1951. 


es James M. Best, general counsel 
of Quaker Oats Co., Chicago, was 
elected president of the associa- 
tion. He succeeds Kenneth Perry, 


v.p. of Johnson & Johnson, New 
Brunswick, N. J. 
Other officers elected include 


Victor D. Broman, Union Carbide 
& Carbon Corp.; Donald Brooks, 
Texas Co.; Dudley Browne, Amer- 
ican Home Products Corp.; George 
S. MeMillan, Bristol-Myers Co.; 
Frederick Moeller, Lehn & Fink 
Products Corp., and Daphne Rob- 


|to want their top officials to come! @ “Advertising’s job,” he insisted, ert, Coca-Cola Co., v.p.s; Richard 


to them and discuss advertising| “is to build a strong and consistent! pj5 yes, Okonite Co., treasurer; and 
problems in specifics, not adver-| personality for the trademark. It! norothy Fey, executive secretary. 


tising theory and free enterprise in| 
generalities.” 


e AAW market studies designed to 
advance the cause of western busi- 
ness should be dropped because of 


| the abundance of research materi- 


al that is “handled by topflight 
professionals and is kept up to the 
minute.” 

Furthermore, the annual conven- 
tion should be trimmed. 

“The time has come to prescribe 
a drastic reducing diet... AAW 


tries to pack too rich a mental 
diet into too short a time. Too 
many subjects are covered, too 


many people are honored with a 
place on the program....The an- 
nual convention needs a big dose 
of that old standby remedy, ‘let’s 
get the hell down to business.’ ” 

Specifically, the committee rec- 
ommended more time for shop 
talk, particularly for member clubs 
to present ideas and problems. 


The mid-winter conference “is 


must continually strive to improve. | 
But merely rocking the boat only | 
frightens the fish. It is a costiy 
and disappointing sport.” 

Edwin S. Friendly, v.p. of New| 
York World-Telegram & Sun,} 
speaking on trademarks and a free 


press, declared that “trademarks| 


/are responsible for the growth of 


advertising and to an even greater 
extent for the growth of business 
in America. 

“When a manufacturer can make 
his product available to a mass 
market,” he continued, “and iden- 
tify that product by a name, or a 
symbol which is exclusively his 
own, he is able to secure great 
sales initially. If his product is any 
good, he is able to build up a per- 
manent market. His trademark 
makes it possible for the buying 
public to identify his product, but 
it is the quality of his product 
which keeps the public buying.” 

Mr. Friendly emphasized that it 
is not enough for industry or for 


KNXT Expands PR Department 


KNXT, Hollywood CBS-owned 
television station, has expanded its 
publicity department. Michael 
Dougherty, formerly with Pruden- 
tial Life Insurance Co., Los Ange- 
les, has been named assistant to 
Dean Linger, director of sales pro- 
motion and publicity. Susan Wise, 
in the sales promotion department 
since October, 1951, has been ad- 


| vanced to publicity writer. Betty 


Clevenger, who has been doing 
both CBS television network and 
KNXT publicity, becomes a full- 
time network publicist. Jerry Con- 
way has been moved from KNXT 
to CBS-TV. 


Long Beach Admen Elect 


Gene Curtis, v.p. and general 
manager of Patch & Curtis, has 
been elected president of the Long 
Beach, Cal., Advertising and Sales 
Club. Other officers elected are 
Tom Hoxie, v.p.; Tommie Tarr, 
secretary, and Helen Miller, treas- 
urer. 
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GE Theories on 
Management's 
Functions Told 


(Continued from Page 2) 

“Under this philosophy of gen- 
uine decentralization,” Mr. Cordi- 
jner said, “GE product divisions 
land departments each have their 
own product responsibility, their 
own markets and so their own na- 
tural autonomy. Top management 
|can correct unsatisfactory condi- 
tions by replacing the people man- 
aging such a business but not by 
taking away their authority.” 

E. M. Bernstein, research direc- 
tor of the International Monetary 
Fund, told the conference that U.S. 
commercial exports in the next 12 
months will probably be lower 
than in the preceding 12 months, 
but that military exports are likely 
to increase. 

Dexter M. Keezer, director, eco- 
nomics departinent, McGraw-Hill 
Publishing Co., said that a sub- 
stantial decline in capital invest- 
ment by business (from its pres- 
ent record-breaking annual rate of 
about $21 billion) is to be expected 
next year. But there is no reason 
to expect the decline to be calami- 
tous, he said, if potentialities for 
industrial modernization are ef- 
fectively exploited. 


® AMA elected three new v.p.s 
jand several directors. The new 
|v.p.s are Samuel L. H. Burk, direc- 
jtor of industrial relations, Pitts- 
burgh Plate Glass Co.; K. B. Wil- 
lett, v.p., Hardware Mutuals, and 
John A. Warren, packaging con- 
sultant, American Home Products 
Corp. Five other v.p.s were re- 
elected. 

John M. Hancock, partner of 
Lehman Bros., will again be chair- 
man of the AMA board of direc- 
tors. Don G. Mitchell, president of 
Sylvania Electric Products Inc., 
was elected chairman of the execu- 
tive committee, and James L. Mad- 
den, 2nd v.p., Metropolitan Life 
Insurance Co., will serve as treas- 
urer. 

Lawrence A. Appley was re- 
}elected president of the association 
for the fifth year, and James O. 
Rice was renamed administrative 
v.p. and secretary. 


Buys Convention TV Time 


Richfield Oil Corp., Los Angeles, 
has signed to sponsor complete 
television coverage of both the 
| Republican and Democratic na- 
; tional conventions over KTLA, Los 

Angeles. To promote its convention 
coverage, Richfield will use news- 
paper advertising, outdoor posters 
and banners in all Richfield sta- 
tions in the Los Angeles area. Hix- 
son & Jorgensen, Los Angeles, is 
the company’s agency. 


Miller Maps Fall TV Plans 

Miller Brewing Co., Milwaukee, 
will present the “March of Time” 
over 50 television stations every 
week starting in October. The 
| film program, placed on a spot 
basis, will be a 30-minute world 
news roundup produced on the 
original March of Time format. 
Mathisson & Associates, Milwau- 
| kee, is the agency. 


Buys ‘Citizen-Journal’ 

The Citizen-Journal, Rosalia, 
Wash., has been sold by Oswald M. 
Sukedoff to Joseph O. Ashlock. 
Mr. Ashlock, formerly with West 
Coast advertising agencies and pre- 
viously advertising manager of the 
paper, recently was released from 
the Naval Reserve. 


Promotes Harry Petersen 

Harry E. Petersen, advertising 
manager, has been promoted to 
junior v.p. and director of adver- 
tising of the Citizens National 
Trust & Savings Bank of Los An- 
geles. 
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This Week in Washington... 


House Votes ‘Cadillacs Before Guns’ 


WasHINGTON, June 26—House 
members, voting to kill price con- 
trol, told the administration to 
fight inflation with indirect con- 
trols. Then they voted to outlaw 
the International Materials Con- 
ference—most effective of all in- 
direct controls. IMC is, in a sense, 
a “cartel,” just as its critics say. 
It was set up early in the Korean 
crisis, when “free world” nations 
were outbidding each other for 


copper, rubber, tin and other 
scarce commodities. With world 
commodity markets at dizzy 
heights, consumers and _ sup- 
pliers alike sat down and 


agreed informally on the quan- 
tities of materials each nation 
should use. In almost no time, 
speculation stopped. A quick look 
at quotations for copper, tin, lead 
and almost anything else will in- 
dicate the immense savings that 
resulted. 

The anti-IMC amendment 
adopted by the House is known 
here as the “Cadillacs-before- 
guns” bill. Chief support comes 
from the auto industry, which is 
hungry for permission to invade 
the world copper market in order 
to step up production by a few 
thousand units. Chief U. S. suf- 
ferers will be smaller consumer : 
goods producers, who will be with- } 
out copper unless they can match} 
the auto industry’s bid. 

In its rush to serve the auto in- 
dustry, the House ignored figures 
from the Defense Production Au- 
thority showing that the U. S. has 
yet to use—in any quarter—the 
full amount of copper authorized 
by IMC. This happened because 
the government, until recently, 
refused to let Americans pay over 
27.5¢ for copper, while the ask- 
ing price ranged from 52¢ down 
to 45¢. (It is now 36.5¢.) 

. 7 + 

The House’s behavior is par- 
ticularly unpromising in the light 
of this week’s report by the Pres- 


NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 
Organization of 500 capable Photo-Re- 
porters provides effective way to obtain 
on location photos, case histories, stories, 
ti ials and rel: . Write 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 


ident’s materials policy committee. 
At a time when exhaustive inves- 
tigation shows the U. S. will in- 
creasingly become a have-not na- 
tion, bidding in world markets for 
its share of scarce materials, the 
House of Representatives appears 
unable to make national policy, 
except in terms of a few thousand 
automobile and copper votes in 
Michigan and C»nnecticut. 
« - o 


Sen. Joseph McCarthy (R., Wis.) 
and the State Department see eye | 


to eye on at least one thing: They 
both object to Time. At the mo- 
ment, 
cularizing Time’s advertisers, 
and forcefully expressing his lack 
of cordial regard for the publica- 
tion. State Department this week 
scrounged together a few of the 
taxpayers’ dollars to put out and 
distribute a release itemizing al- 
leged errors in a Time story about 
the department’s Russian language 
magazine “Amerika.” The Depart- 
ment concludes, haughtily, “The 
above facts were made available 
by department representatives to 
Time reporters in Washington pri- 
or to preparation of the Time ar- 
ticle.” 
e . + 

House members voted to limit 
importation of consumer goods to 
the U. S. when domestic produc- 
tion is curtailed by shortages. 
Though a bit rough on consumers, 
it is understandably comforting to 
the industries involved. Cigaret 
lighter and fountain pen people, 
who operate with minute quantities 
of nickel, told National Produc- 
tion Authority recently that un- 
controlled foreign competitors 
have moved into their markets. 
Industry people say foreign firms 
reproduce high grade U. S. prod- 
ucts in every detail, even include 
trademarks and patent numbers. 

. e o 

Considerable time must pass be- 
fore over-ripe new markets begin 
opening up for TV set manufac- 
turers. On the basis of realistic 
calculations, breadcast equipment 
people are telling National Pro- 
duction Authority the first heavy 
orders for new station equipment 
are at least a year away. Mean- 
while the electronics industry is 
less than satisfied with its mili- 


+ CATALOG COVERS 
te PRESENTATION BINDERS 


Catalog Or Sales Manual. 


te PARTS & INSTRUCTION BOOKS 
Let Us Submit A New Design On Approval Of Your Present 


te ACETATE ENVELOPES 
3k SALESMAN’S BINDERS 
He PROPOSAL COVERS 
3k SAMPLE BOOKS 


No Obligation, Of Course. 


_PRODUCTS COMPANY | COM PANY 


910 W. VAN BUREN ST, CHICAGO 7 ILL 


the senator is busily cir-| 


THIRTIETH ANNIVERSARY—Everybody looks hoppy as Ruthrauff & Ryan rounds dut | 

30 years as agency for the Arthur Murray School of Dancing, New York. Pictured 

are (left to right): John L. Grayhurst, account executive, R&R; Mrs. Murray; Cal J. 

McCarthy, executive v.p. of the agency; Constance McKenna, agency copywriter, and 
Mr. Murray. 


| 


tary business. After establishing 
networks of subcontractors, end 
product producers found them- 
selves with a disappointing total 
of defense business. Orders are 
largely for small quantities of 
highly complex units. Quality con- 
trol has become a major problem. 
One subcontractor reported 126 
of his 550 shop employes on qual- 
ity control. Meanwhile, TV sales 
shift to suburban and rural areas, 
as existing markets approach sat- 
uration. An antenna manufacturer 
told NPA average mast height dur- 
ing a recent month’s business was 
23.4’. With the percentage of rural 
buyers up, half the antennas have 
two bays, 11% have four bays. 
© e e 

The business population in 1952 
is at a record high of approxi- 
mately 4,108,700, according to the 
Department of Commerce. 


contract construction field and in 
transportation, communications 
and public utilities. There have 
been losses among soft goods man- 
ufacturers and retailers—partic- 
ularly in the food field. 

a a - 

On the subject of population, the 
12-month period ending April 30 
was one of the most outstanding, so 
far as U. S. babydom is concerned. 
For the 12 months there were 3,- 
782,000 registered live births, sec- 
ond only to the big postwar har- 
vest of September 1946-August 
1947, when 3,839,731 new citizens 
arrived. 


Hoffman Appoints Stickel 
Walter E. Stickel, previously na- 
| tional sales manager of the TV re- 
ceiver sales division of Allen B. 
DuMont Laboratories Inc., East 
El | Paterson, N. J., has been named 
| national sales manager of the TV 
| manufacturing division of Hoffman 
| Radio Corp., Los Angeles. He suc- 


| ceeds M.-D. Schuster, who has been 
promoted to general sales manager. 


| Magazine to Accept Ads 


The Journal of Surveying & 


| Mapping, published by the Ameri- 


jean Congress on Surveying and 
Mapping, Washington, will open its 
pages to advertisers with the July- 
September issue. Rate for a b&w 
page one time is $100; second and 


third cover (one color), $125, and| 


fourth cover (one color), $150. 


Production Men Elect 


Frank Clarke, Erwin, Wasey &| 


Co., has been elected president of 
the Advertising Agency Production 
Men of Los Angeles. Other officers 


elected are Bill Clark, West-Mar- | 


quis, v.p.; Joseph Hall, McCarty | 
Co., secretary, and Gil Rich, Klit-| 
ten & Co., treasurer. 


Appoints Francis Geisenhoff 


Francis H. Geisenhoff, formerly 
research director of the St. Paul 
Dispatch-Pioneer Press, has been 
named promotion and personnel 
manager of the Duluth Herald & 
News-Tribune. He will continue to 
produce both the St. Paul and Du- 


|luth consumer analysis studies. 


The} 
progress has been chiefly in the} 


Elfenbein Book 
Tells All About 
Business Papers | 


New York, June 24—There isn’t 
too much about business papers 
that Julien Elfenbein doesn’t know. 
And a great deal of what this New 
York University teacher knows 
about them he has put down in a 
new 420-page book, “Business Pa- | 
per Publishing Practice.” 

The book, published by Harper | 
& Brothers at $6, is aptly called on | 
the book’s jacket “an encyclopedic 
handbook covering every impor-| 

| tant phase of operation of the bus- | 
iness paper.” 

A great deal of it consists of | 
speeches and papers by business 
paper executives on their special | 
interests. Accountant J. K. Lasser | 
is quoted on business paper ac-| 
| counting; G. D. Crain Jr., publish- 
er of ADVERTISING AGE and Indus- 
trial Marketing, is quoted on 
“What a publisher expects of his 
circulation manager”; George Du- 
senbury is quoted on editorial 
makeup, and so on. 


$7 


called upper crust. 

Pointing to a world-wide “revolt 
against caste systems, colonialism, 
inherited social position and aloof 
Big Shots who hide behind sheets 
of figures,” Mr. Taubeneck says: 
“Newspaper society sections... 
probably are dangerous liabilities 
to the firms which advertise in 
them, because they arouse envy 
and malicious discontent.” 

George Taubeneck is editor and 
publisher of Business News Pub- 
lishing Co. Detroit, publisher of 
Air Conditioning & Refrigeration 
News, Appliance Digest and Re- 
frigeration and Air Conditiening 
Directory. 


| Dallas Admen Elect 


Rex V. Lentz has been elected 
| president of the Dallas Advertising 
| League. Other officers elected are 
John L. Briggs, Ist v.p.; Clifton 
Blackmon, 2nd v.p., and _ Vivian 
Brady, secretary-treasurer. » 


‘Doerr Appointed S.M. 


F. Raymond Doerr has been ap- 
|pointed sales manager of the 
| Times-Mirror Press, Los Angeles. 


s Mr. Elfenbein, who is also an 
editorial director of Haire Publish- 
ing Co., has done an excellent job 
of organizing a wealth of material | 
of this kind into a complete text 
good alike for those already in| 
the business paper field and those | 
who would get in it. 

There is material on circulation, 
advertising, research, sales promo- 
tion, production, editorial prob- 
lems, legal subjects, public rela- 
tions, etc. | 

The single-copy price of the book 
is $6, but lower prices are offered 
to business papers because the As- 
sociated Business Publications | 
helped to underwrite costs of pre-| 
paring the work. The price is $4.50 | 
when six are purchased, $4 for 12 
copies and $3.60 for 25 or more. 


TAUBENECK SUGGESTS 
‘THE COMMON TOUCH’ 
Detroit, June 25—‘Advertisers 
are well advised to quit using 
blurbs from Men of Distinction, 
| and to stop picturing their products 
in homes of the rich.” 
| This is the opinion of George F. 
| Taubeneck, whose book, “Peace 
|}and Progress,”’ has been published 
by Conjure House, Detroit ($2.95). 
The book “attempts to define the 
American Way fairly...” and dis- 
cusses generally “The Fix We're 
In,” “How We Got That Way” and 
“What We Can Do About It.” 


. Mr. Taubeneck offers the above 

tip to advertisers in a passage 
called “Life with Bother” in which 
he emphasizes the need for the 
common touch in business and po- 
litical spheres. As Mr. Truman’s 
election in '48 would indieate, the 
author says, the trend in America 
is toward the folksy and humble 
‘and away from respect for the so- 


jing roads, 


Double 
Sales Impact 


TO SELL THE 


HIGHWAY-HEAVY 
CONSTRUCTION 
MARKET 


ROADS A 
STREETS ws) 


Published monthly, ROADS AND a 


| reaches highway and heavy constructi 


contractors, engineers and government o! 
cials who buy or specify materials 
equipment for constructing and maint 
streets, bridges, airports 
all related structures. 


This is a 3) billion market-—always octige 
supported by government taxing pow 
and ‘not subject to industrial ups and 

downs. 

ROADS AND STREETS publishes technical 
and how-to-do-it articles and pictures that 
help the men in this field. 


Independent readership studies place 
ROADS AND STREETS high in preference 
in the field of highway-heavy construction. 


folder 


2. 
15,000 


Distribution 


Send for 


“Signposts” 


Sjillette 4 


HEAVY CONSTRUCTION 


PREFILED CATALOGS | 
ore 


et A 


Published annually, Gillette's Heavy Con- 
struction Prefiled Catalog File goes to key 
buyers of materials and equipment used 
for all types of heavy construction work. 


Through this one volume you can make 
more sales at less cost than by distribut- 
ing your catalog individually. Gillette’s 
Prefiled Catalog gets preferred usage from 
a highly selective audience of key buyers. 
It is easy to use, provides comparison, al- 
ways up-todate. Your complete or con- 
densed catalog is correctly classified, prop- 
erly indexed by product, company and 
trade name 


Four-page folder gives complete data 


PUBLISHING COMPANY 
22 W. MAPLE ST. CHICAGO 10, ILL 
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RTMA Members 
See Steady Rise 
for 1952 Sales 


(Continued from Page 1) 
sion sets were produced. The total 
for fiscal'1951 will be only slightly 
over 12,500,000.” 

However, Mr. Craig and Glen 
McDaniel, president of the RTMA, 
both agreed better days are coming 
Mr. McDaniel said: “The industry 
has every reason to be optimistic as 
to the immediate future, but it 
should not expect any sudden up- 
surge in set sales. Instead, a grad- 
ual rise can be expected in 1952 
and for several years thereafter.” 

Officially, the RTMA had no 
comment on the midweek an- 
nouncement of the NPA’s revi- 
sion of its ruling on color televi- 
sion. At the same time, individual 


) (3 (| ) 
KGAA 
House & Garden 


Families Are 
Car-Owners 


97% of H&G 
subscriber families own 
one or more cars 
43. Of H&G 
subscriber families own two 
or more cars 


Average per family —1.5 cars 


April, 1949, Survey 


manufacturers made little effort 
to hide their lack of excitement 
over the new order. Some typi- 
cal comments quoted in the press 
were: 


NPA Color TV 
Rule Will Not 
Bring Many Sets 


(Continued from Page 1) 
color case. 


8 Ross D. Siragusa, president of 
Admiral—“The relaxation of the 
ban against color set manufacture 
will have little or no effect on the 
TV industry, because all it does 
is give the go ahead to something 


99% of the industry is not in- RCA’s intentions were made 
terested in doing.” known in a letter asking permis- 
William J. Halligan, president’ sion to test its “compatible” system 


over WNBT, New York, during 
regular broadcast hours 

The industry’s concern over lack 
of compatibility is a major reason 
most producers hesitated to build 
color sets under the system de- 
veloped by CBS&.and approved by 
FCC nearly two years ago. 


of Hallicrafters—“It won’t mean 
a thing until an all-electronic col- 
or TV system is adopted.” . | 
John S. Meck, president of Scott 
Radio Laboratories—“No one is 
in an economic position to take 
the initiative in creating a market 
for either sets or programs. We 
must first pass through a more or| FCC expressed its interest in 
less lengthy adjustment period. RCA’s progress, but withheld ap- 
Adoption of RCA’s all-electronic| proval of colorcasts during regu- 
system would be to the best in-| lar broadcast periods. The com- | 
terests of the public.” | mission told RCA the permission 
would be given if RCA can show} 
@ In his annual report, Mr. Mc-!| why the proposed tests can’t be| 
Daniel told the convention that! carried out at other than regular 
the RTMA staff “has been more! broadcast hours. 
than doubled since last June.” In rescinding its flat ban on 
The big expansion has come in/color, NPA admitted what has 
statistical services and Mr. Mc-| been widely discussed here—that 
Daniel announced that this de-|;NPA has been discriminating 
partment has now taken on the | against color TV. 
responsibility of accumulating and | 
disseminating statistics on sales|@ “The previous order was criti- 
and inventories of radio and tele-| cized, and I think justifiably, on 
vision receivers at the retail level.| the grounds that it discriminated 
Previously, this service was done| against companies devoted to color 
for the RTMA by Dun & Brad-| television and interfered with the 
street. Mr. McDaniel said this new | entry of new firms and new devel- 
project will have to be financed,| opments in the television indus- 
“at least for the first few years, | try,” NPA Chief Henry Fowler ad- 


|to other areas (AA, June 23). 


by subscriptions of RTMA mem-| 
bers.” 

Mr. McDaniel also reported that | 
the current industry production of | 
$4 billion per year exceeds the 
peak output of World War II. He 


said it is divided along these 
lines: $2.5 billion for military | 
electronic and communications 


equipment; $1.5 billion for civil-| 
ian set production and manufac- 
ture of replacement parts and ac- 
cessories. 


s The RTMA advertising commit- 
tee reported that four regional | 
FM promotions have been success- 
ful and the drive will be extended 


The RTMA sports committee 
said that “considerable progress| 


has been made in creating good 
will and cooperation between the 
radio-TV and sports industries.” 
Particular attention was called to| 
the studies made by Jerry Jordan 
on television’s effect on on 
attendance. The committee re-| 
ported that “only in college foot-| 
ball has there been a reluctance 
of sports officials to accept the 
industry's offer of assistance.” 

At tonight’s banquet, which 
closed the convention, Brig. Gen. 
David Sarnoff, chairman of the 
board of RCA, was awarded the 
“Medal of Honor” by the RTMA 
for his contributions to the indus-| 
try. 

A. D. Plamondon Jr., president 
of the Indiana Steel Products Co., 
Chicago, was elected chairman of 
the RTMA board of directors for 
1952-53, replacing Robert C. 
Sprague, president of the Sprague 
Electric Co.; North Adams, Mass. 
James D. Secrest was reelected 
general manager and _ secretary, 
and Leslie F. Muter, president of 
the Muter Co., Chicago, and John 
W. Van Allen were renamed treas- 
urer and general counsel, respec- 
tively. 


Singer to Sponsor TV Show 
Singer Sewing Machine Co., 
New York, will sponsor “Four Star 
Playhouse,” a half-hour film ser- 
ies produced by Official Films, 
Hollywood, every other Thursday, 
8:30 p.m., EDT, over CBS-TV net- 
work, starting Sept. 11, alternating 
with the “Amos ‘'n’ Andy” pro- 
gram. Young & Rubicam, New 


| York, is the agency. 


mitted. 

The color TV order was the only 
NPA regulation on the books spe- 
cifically directed against a particu- 
lar end product. The revised order, | 
stipulating the conditions which | 
will limit color set production, will 
be more consistent with NPA pol- 
icy, Mr. Fowler said. 

Mr. Fowler added that he did 
not expect many firms to qualify | 
soon to make color sets. He re- 
ported that most industry members 
consider they have heavy loads of 
defense work. They also felt} 
broadcasters are not disposed or 
prepared to offer color television 
programs. 


@In applying for permission to 
make color sets, the manufacturer 
must show: 

1. That he has made a substan- 
tial investment in color TV. 

2. He will not divert technicians 
from defense work. 

3. His defense work is on sched- 


ule. 

4. He will not refuse additional 
work. 

5. He will not need additional 
materials. 


The ban on color (NPA’s order 
M-90) was issued Nov. 20 to 
conserve materials. Subsequently, 
the industry admitted a shortage 
existed, but said a shortage of en- 
gineers and technicians required 
continued restriction on color. NPA 
said today the shortage of techni- 
cians is expected to continue for 
“at least two years.” 


CBS NOT ENTHUSIASTIC 
ABOUT NPA COLOR RULE 

New York, June 26—The news 
of the modification of the Na- 
tional Production Authority's ban 
on the production of color TV 
sets stirred up little interest here. 

Not even the Columbia Broad- 
casting System, which for years 
has been battling to get color tele- 
vision going in this country, 
seemed elated by the announce- 
ment. The reason: Most of the set 
manufacturing industry is con- 
vinced the easing of the ban will 
do little, if anything, to 
color video to life. 

CBS, whose system is the only 
one approved for color telecasting 
in the U. S., had this to say: 

“We do not believe that the NPA | 


bring | 


order relating to color television 
receivers will affect our present 
operations or our plans for the 
future. 

“CBS-Columbia, the CBS set 
manufacturing subsidiary, is now 
engaged in defense work and has 
plans for increased participation 
which will occupy fully all avail- 
able technical and engineering 
personnel. 


s “The NPA conditional authori- 
zation for color TV receiver man- 
ufacture applies only to those 
companies which have made a 
substantial investment in color 
television research and develop- 
ment. As NPA points out, few 
companies will be able to qualify. 
No single manufacturer or broad- 
caster or even small group can 
make color television a living re- 
ality in the homes of the nation 
in the face of resistance or lack of 
cooperation from the majority of 
the industry. 

“CBS, almost single-handedly, 
developed the system of color tele- 
vision which received official ap- 
proval of the Federal Communi- 
cations Commission, and this in 
spite of active or passive opposi- 
tion from most of the large manu- 
facturers of television equipment. 
We are not justified in extending 
at this time further manufactur- 
ing and broadcasting resources in 
this effort unless it appears that 
other substantial segments in the 
industry are prepared to go for- 
ward. 

“We will, however, continue ac- 
tive research efforts in the field 
and give full support to the de- 
velopment of industrial, theater 
and other non-broadcast applica- 
tions of color television.” 


s At the time of the NPA ban on 
the manufacture of color TV re- 
ceivers last November, Columbia 
was telecasting a regular schedule 
of colorcasts. These stopped as 


}soon as the ban was imposed. 


There was no comment on this 
week’s development from the Ra- 
dio Corp. of America, longtime 
leader of the opposition against 
the CBS color system. 


Dr. W. R. G. Baker, v.p. and 


Advertising Age, June 30, 1952 


general manager of the electron- 
ics division of the General Elec- 
tric Co., said: “If General Electric 
at this time were to gear up for 
mass production of color TV re- 
ceivers, it would cause irreparable 
harm to important military pro- 
duction.” 

Among those who could see no 
effect of the order on the indus- 
try was Dr. Allen B. DuMont, 
president of Allen B. DuMont Lab- 
oratories. He said his company was 
not going to produce any “me- 
chanical” color TV sets. 


Chicopee Switches to L&4M 


Chicopee Mills, New York, has 
switched its account from Geyer, 
Newell & Ganger to Lennen & 
Mitchell—the first of a number of 
clients expected to follow H. W. 
Newell to the latter agency, which 
becomes Lennen & Newell in the 
fall. Both the cotton and plastic 
divisions of Chicopee go to the new 
agency. 


Toni Buys ABC Program 

Toni Co., Chicago, will sponsor 
a new five-minute -program twice 
daily each Tuesday and Thursday 
over ABC starting July 1. The 
broadcast will feature human in- 
terest stories told by Arlene Fran- 
cis and Bill Cullen. Time was 
bought through Tatham-Laird. 


POINT-OF~SALE | | 


“Illuminated and 
non-illuminated 
types. 


DISPLAY-CO. 


18-124 West Peer! St. 


MR. BUSINESS PAPER PUBLISHER: 
ARE YOU TELLING YOUR CLIENTS 
WHAT THEY WANT TO KNOW? 


SAE Sow er 


Now — and in the next four months — many adver- 
tising schedules are being decided for next year. 


At this important time how effective is your sales 


presentation? 


Are your sales representatives equippe” 


with 


the right facts about your market? Are these 

the facts Space Buyers, Account Executives 

and Advertising Managers want? How well do 

your men present your story and how is it = 

accepted by your clients? Rs 
Many advertising agency executives have told us how 
they buy space. They have described the approach 


and sales methods of most space salesmen. They have 
; given us excellent guides for publishers’ salesmen who i 
want to sell the way Space Buyers want to buy. $23 
Few Space Buyers and Publishers think alike on adver- 
tising media. The publication that consistently pre- 


sat 


Ba es Es 


sents its sales story in the buyers’ terms can be the 


it leader in lineage. Our function is to help you present 
your story so that it will sell more space. Write or 


phone — 


_ C.C. CHAPELLE COMPANY | 


Management Consultants in Marketing 
Chicago 6, Ill. « 


308 W. Washington + 
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Advertising Age, June 30, 1952 
Many Awards 
Given at AAW’s 


Annual Conclave 


SeaTT_e, June 25—The Adver- 
tising Club of Los Angeles won 
the sweepstakes award in the club 
contest among members of the Ad- 
vertising Assn. of the West. The 


Ad Assn. of West 


award was made at the 49th an-| 
nual AAW convention here this| 


week. 

The Salt Lake City Advertising 
Club won the Kirschner trophy 
for the best work on Advertising 


_ Recognition Week. 


Following are the craft awards, 
announced at today’s luncheon 
meeting: 


DIRECT MAIL ADVERTISING AWARDS 

Sponsored by Direct Mail Advertising 
Assn. 

BEST CAMPAIGNS—1Ist Award: Paci- 
fic National Advertising Agency, Port- 
land, for P&C Hand Forged Tool Co 
2nd Award: Advance Seed Co., Phoenix 
3rd Award: Alberts Milling Co., Seattle 

BEST LETTER—Advance Seed Co., 
Phoenix. 

BEST FOLDER—Long Advertising 
Service, San Jose, for Pioneer Investors 
Savings & Loan Assn 

BEST BROADSIDE—Cone Mail Adver- 
tising, Seattle, for Whitney & Co. 


BEST CATALOG—Sunprinting, Van- 
couver, B.C., for E. A. Morris Ltd. 
BEST POSTCARD—Cabat-Gill Adver- 


tising Agency, Tucson, for radio stations 
KVOA, KCNA, KTUL and KOPO. 


MAGAZINE ADVERTISING AWARDS 

Sponsored by Magazine Advertising Bu- 
reau Inc 

Ist PLACE—‘The Metal That Never 
Grows Old” ad for Kaiser Aluminum & 
Chemical Corp., Oakland, done by Young 
& Rubicam, San Francisco. 

2ND PLACE—“Knee Deep in New 
Trees” ad for Weyerhaeuser Timber Co., 
Tacoma, done by Mac Wilkins, Cole & 
Weber, Seattle. 

3RD PLACE—"“Envy Me, Friends, Says 
NBC's Phil Harris” ad for S&W Fine 
Foods Inc., San Francisco, done by Foote, 
Cone & Belding, San Francisco. 

4TH PLACE--The Best Loved Train 
in America” ad for Western Pacific Rail- 
road, San Francisco, done by Harrington- 
Richards, San Francisco. 


MAX SCHMIDT MEMORIAL AWARD 
FOR OUTDOOR POSTERS 
Sponsored by Schmidt Lithograph Co., 
San Francisco. 

1ST PLACE—“Be Sure: Can with Cane” 
poster for California-Hawaiian Sugar Re- 
fining Corp., done by Honig-Cooper Co., 
San Francisco, with Mildred Porter (art- 
ist) and Alberta Rudolphi (art director). 

2ND PLACE—“If It’s Richfield It's 
Right” poster for Richfield Oil Corp., 
done by Hixson & Jorgensen Advertising, 
Los Angeles, with Sy Mezerow (artist) 
and George W. Macdonald ‘art director) 

3RD PLACE—Poster showing a man in 
sunglasses behind a steering wheel, for 
Standard Oil Co. of California, done by 
Batten, Barton, Durstine & Osborn, San 
Francisco, with Stan Galli (artist) and 
Nick Carter and Carlton Zimmer (art 
directors). 


NEWSPAPER ADVERTISING AWARDS 
(GENERAL ADVERTISING) 
Sponsored by Pacific Coast division, 
Bureau of Advertising, ANPA. 

1ST PLACE—‘The Newspaper” cam- 
paign for the Los Angeles Newspaper 
Publishers’ Assn., done by Dan B. Miner 
Co., Los Angeles. 

2ND PLACE—‘‘Mercury New Car" cam- 
paign for Lincoln-Mercury Dealers Ad- 
vertising Assn., done by Kenyon & Eck- 
hardt, San Francisco. 

3RD PLACE—‘Sylvaply” campaign for | 
MacMillan & Bloedel Ltd., Vancouver, 
done by Cockfield, Brown & Co., Van- 
couver. 

4TH PLACE—“Southern Pacific Trains” 


campaign for Southern Pacific Co., done 
by Foote, Cone & Belding, San Francisco. | 


RADIO COMMERCIAL 1ST AWARDS 

COMMERCIAL PROGRAMS (cities over | 
100,000 population, or networks)—No| 
award | 

PROGRAMS (cities under 100,000 popu- | 
lation) —Station KOPO, Tucson, for Duro’s 
Flower Shop. 

SPOT ANNOUNCEMENTS (cities over 
100,000)—Abbott Kimball Co., San Fran-| 
cisco, for Regal Amber Brewing Co., San 
Francisco, over regional stations. | 


SPOT ANNOUNCEMENTS (cities under | 


| to Mr. Browner, are Alvin W. Hok- 


EAM SHOWER HEAD 


SPEAKMAN 


Hamilton Watch, International Silver Plan TV Show 


New York, June 27—Hamilton Watch Co. and Intefnational Silver 
Co. will jointly sponsor a weekly TV show, “Jewelers’ Showcase,” start- 
ing next fall. They will alternate as sponsors of the half-hour drama- 
mystery-comedy show. Selected stations, rather than one network, will 


be used for the filmed program, in 


order to get best time periods. Bat- 


ten, Barton, Durstine & Osborn will select stations for Hamilton and 
Young & Rubicam for International Silver. 


Delta Air Lines Runs July 4 Safety Ads /market hE 
Atianta, June 27—Delta Air Lines is using 900-line ads in 33 cities | ‘Mtial,” Aveo Mfg. Corp. is in- 
cautioning July 4th vacationers to “be careful on the highway if you're 


not using the skyway,” 


59 


_ Last Minute News Flashes Avco Introduces 


New Dishwasher 
Under 2 Labels 


New York, June 26—Eyeing 


| what it considers an unsaturated 


and warning, “Don’t mix a ‘fifth’ with the 


Fourth.” Burke Dowling Adams, Montclair, N. J., is the agency. 


BBDO Names 4 New V. P.s; Other Late News 


New York, June 27—Batten, Barton, Durstine & Osborn has named 


TRIPLE THREAT—Speakman Co., Wilming- | four new v.p.s. They are Harold Olsen, assistant general art director, 


ton, Del., is using this motion point of 
sale device to promote 
spray. As the center illustration revolves, | 
the appropriate spray on the display face 
is lighted. Aitkin-Kynett Co., Philadelphia, 
is the agency. 


Mfg. Co. desig and pi t 
display. 

duced by Five-Star Productions, Holly- 

wood. 

NATIONAL (film 


minute or less)—-Warwick & Legler, 
Hollywood, for Pabst Sales Co., produced 
by Five-Star Productions. 
GENERAL CLASSIFICATION 
kinescope or film commercials, 


(live, 
any 


Francisco, for Golden States Sales Co., 
also produced by Guild, Bascom. 


‘Junk the OPS,’ 
Rep. Buffett 
Tells Grocers 


Price Stabilization “must be put 
into the ashcan,” Rep. Howard H. 
Buffett (R., Neb.) told the Nation- 
al Assn. of Retail Grocers today. 
OPS, the representative said, “‘is 
a fake remedy for inflation and 


and George Moses, Peter Touart, 


its three-way | heads. 


and Simeon Costa, all copy group 


e Connecticut General Life Insurance Co., Hartford, has appointed 
Cunningham & Walsh, New York, as its agency. The company formerly 


Ketterlinus Lithographic | advertised direct. 
dA A A he | 


|e S. J. Hamilton, formerly v.p. of National Distillers Products Corp., 
| has joined Biow Co. Biow last week was named to handle National's PM 


whisky. 


commercials, one| ® As predicted in AA last week, Leo Burnett Co., Chicago, has garnered 


| that portion of the Kellogg Co. account formerly handled by Kenyon 
|& Eckhardt. The appointment is effective Oct. 1. The agency also took 
| over Kellogg’s feed division billings from Klau-Van Pietersom-Dunlap 
Associates, Milwaukee, as well as all Canadian advertising. This gives 
length)—Guild, Bascom & Bonfigli, San) Burnett the entire $4,000,000 Kellogg package (with the single excep- 
tion of export advertising, handled by J. Walter Thompson Co., New 


| York). 


e Glen McDaniel resigned Thursday as president of the Radio-Tele- 
vision Manufacturers Assn., Washington, because of “personal reasons” 
| which require that he return to New York. Mr. McDaniel, formerly a 
|v.p. with RCA, was elected to a three-year term in February, 1951. 
He was the first fulltime paid president of the RTMA. His resignation 
is effective Oct. 1 and a committee of past presidents has been formed 


to recommend a successor. 


| 

|e Alex T. Franz Advertising, Chicago, has been appointed to handle 
advertising for Ampro Corp., Chicago maker of cameras, projectors 
Miami, June 26—The Office of | and tape recorders. Ruthrauff & Ryan is the former agency. 


| 


| 
} 


Industrial Surveys Changes Name July 1 


_and Starts One-Week Full-Sample Reports 


New York, June 27— Beginning 


makes inflation worse by conceal- | July 1, Industrial Surveys Co. will 


ing and postponing its effects. . .It 


be known as the Market Research 


will ultimately destroy the free| Corp, of America and it will boast 
market that is the base on which | (1) a new client service division 


American freedom rests.” 


| headed by V.P. Arden B. Craw- 


Rep. Buffett echoed the senti-|¢,:q and (2) an increase in re- 


ments of the 15,000 independent 
retailers attending the association’s 
53rd annual conference. Vincent L.| 
Browner, operator of a Des Moines 
retail food market and new presi- | 
dent of NARG, said: “A return to) 
unregulated markup prices will) 
permit merchants to take the more | 
competitive types of goods and of- | 
fer them at reduced prices while 
permitting them to obtain full cus- 
tomary markups on other lines.” 


@ The group voted to invite OPS 
Chief Ellis Arnall to work a week | 
in an independent food store. 

Gerard Klomp, @gden, Utah, re-| 
tiring president of the association, 
told members that recent surveys 
indicate that independent food 
stores handle almost two-thirds of 
the nation’s grocery business. In 
some cities, he said, they handle, 
as much as 85% of total food sales. 
Mr. Klomp said also that the in- 
dependents will spend approxi-| 
mately $800,000,000 in 1952 on 
modernizing and expanding their 
stores. 

Other new officers, in addition 


anson, Porter, Ind., v.p.; John J. 
Dratt, Highland Springs, Va., treas- 
urer; Ray Cowperthwaite, Bush- 
nell, Ill., and Scott Detrick, Louis- 
ville, directors. 


Gillette Backs All-Stars 
Gillette Co., Boston, has selected 


100.000)—Station KERO, Bakersfield, for | NBC as the TV network to carry 


Golden Crust Bakery. 


TV COMMERCIAL 1ST AWARDS 

LOCAL (film commercials, one minute 
or tless)—Anderson-McConnell Agency, 
Los, Angeles, for Metrepolitan Federal 
Savings & Loan Assn., produced by TV 
Ads Inc., Hollywood. 

REGIONAL (film commercials, one 
minute or less)—Grand Advertising Agen- 
cy, Hollywood, for Folger’s coffee, pro- 


To 


| July 8. Radio coverage, as usual, 


the All-Star baseball game on 
will be over Mutual. Four MBS 
video stations—WOR-TV, New 
York; WGN-TV, Chicago; WNAC- 
TV, Boston, and KHJ-TV, Los 
Angeles—also will telecast the 
sports event. Maxon Inc. handles 
the Gillette account. 


| advertising man- 


| ton, 


porting speed that achieves “one 
week, full-sample, report de- 
livery.” 


“This is the- first public an- 
nouncement of an improvement in 
that schedule and I think will be 
the most welcome news that our 
clients and other national mar- 
keters have heard in many years. 
Within a very short time, MRCA 
will start to deliver reports—based 
on the entire panel sample of 4,300 
families—in exactly seven days.” 


“Almost two years ago,” said | 


Samuel G. Barton, president, “we 
told our clients that we hoped 
eventually to deliver reports from 
the entire National Consumer 


Panel (a company service which | 


measures consumer buying volume 


and includes 4,300 families) with- | 
|in 10 to 14 days, cutting a full 
week off what was then our nor-| 


mal reporting schedule. 


® The company’s service also in- 
cludes the National Retail Food 
Audit, based on a representative 
sample of 1,800 retail outlets; the 
National Retail Drug Audit, based 
on a probability sample of about 
1,000 independent and chain drug, 
variety and syndicate stores, and 
the Consumer Chronolog, consumer 
| attitude measurements. 


Paul Barrett Retires 


Paul V. Barrett, who has spent 
48 years with International Cor- 
Scranton, 


respondence Schools, 
Pa., the last 29 as 


ager, will retire 
July 1. Mr. Bar- 
rett plans an ex- 
tended vacation, 
after which he 
will open his own 
agency in Scran- 
handling a 
limited number 
of accounts 


| probably includ- 


ing some special 
ICS assignments. 

Mr. Barrett joined ICS as an 
office boy in 1904, and in 1915 was 
named assistant to G. Lynn Sum- 
ner, the advertising manager. He 
was named director of advertising 
in 1923, and is famous for the 37- 
year record of the returns on all 
ICS magazine advertising. For 
several years, Mr. Barrett cooper- 
ated with ApverTisinGc AGE in con- 
ducting an annual “experts’ copy 
judging contest,” based on the 12 
best ICS ads of the previous year. 
He is active in organized adver- 
tising, and has written frequently 
for advertising and sales publica- 
tions. 


Paul V. Barrett 


‘Boston Post Lost Rather 
Than Gained Linage in ‘51 


In its story last week on the sale 
of the Boston Post to John Fox, 
45-year-old financier, AA erred 
when it said the paper’s 1951 linage 
“was the largest in history and 
some 1,200,000 lines above 1950.” 
Figures from Media Records in- 
dicate the Post lost 1,116,000 lines 
last year as compared with ’50. 

The Sunday circulation of the 
Post is not second among four 
papers. ABC publishers’ statements 
of Sept. 30, 1951, show it was 
fourth, behind the Advertiser, 
Globe and Herald. 


GF, Ford Sponsor Bob Trout 


General Foods Corp., New York, 
and Ford Motor Co. Dearborn, 
will sponsor a new six-times-a- 
week series, “Robert Trout and the 
News,” over CBS Radio beginning 
June 30. Ford, through J. Walter | 
Thompson Co., will sponsor the 
Monday, Tuesday and Wednesday 
newscast and GF on Thursday and 
Sunday for its Postum (Foote, 
Cone & Belding) and on Friday for 
Log Cabin syrup (Benton & 
Bowles). The newscasts will air 
10-10:05 p.m., EDT, with the ex- 
ception of Monday, when the time 
‘is 10:30-10:35 p.m., EDT. 


|}market with “a great growth po- 


troducing its first dishwasher 
through its Crosley and American 
Kitchens divisions. 

Crosley will spend approximate- 
ly $500,000 to promote its version 
of the new machine which Avco 
has been working on for the past 
eight years. American Kitchens 
will use six consumer publications 
and a heavy trade schedule. 

Consumers will be introduced 
to the Crosley dishwasher first 
with a four-color spread in Life 
in August, to be followed by copy 
in home service magazines. In 
September, when the American 
Kitchens campaign starts with a 
full-color spread in The Satur- 
day Evening Post, commercials on 
the Paul Winchell-Jerry Mahoney 
show (NBC-TV) will be devoted 
to the Crosley dishwasher. 


8 Other publications on the Amer- 
ican Kitchens schedule are Amer- 
ican Home, Better Homes & Gar- 
dens, House & Garden, Living for 
Young Homemakers and Sm 
Homes Guide. On the trade sch 
ule, which starts with a two-cola@, 
two-page insert in Retailing Da 
July 22, are American Buildé 
Domestic Engineering, Electri 
Dealer, Electrical Merchandisi 
Flooring, L-P Gas, Magazine 
Building, National Real Est 
and Building Journal, and Plum 
ing and Heating Business. 
Distributor-dealer local news 
per ads will supplement the ni 
tional schedule in 24 markets wh 
spot radio and outdoor posters wi 
be used in areas not covered. 
A “Wheel of Fortune” compe 
tion for distributor salesmen w 
provide merchandise awards f 
setting up dealer displays during 
12-week period. 


@ The new dishwasher holds 
dishes and has a “lazy susan” ty 
rack which, in addition to maki 
it easy to load, revolves during t 
washing process. It is set to o 
erate on a 34-minute cycle but c 
be stopped anywhere during the 
wash cycle to insert additional 
dishes, etc. The washing will con- 
tinue from wherever it stopped 
when the door is closed again. 

The three models of the new 
dishwasher being featured by 
Crosley and American Kitchens 
are a dishwasher-sink combina- 
tion, priced at $439.95; a 24” free 
standing model, priced at $339.95, 
and a 24” free standing under- 
counter model, priced at $319.95. 

The machine is also equipped 
with a calrod drying unit which, 
according to Charles K. Clarke, 
general sales manager for Ameri- 
can Kitchens, leaves the dishes 
“squeaky clean.” 

Ruthrauff & Ryan is the agency 
for American Kitchens. Benton 
|& Bowles handles the Crosley ac- 
count. 


NORMAN K. McINNIS 

PHILADELPHIA, June 24—Norman 
K. McInnis, 75, associated with N. 
W. Ayer & Son‘ for more than. 45 
years, died last week at his home 
here. 

In 1938, Mr. McInnis was in 
charge of the plans department at 
Ayer and later did special research 
work. 


‘True’ Names Kent 

Norman Kent, formerly art di- 
rector of Reader’s Digest, has been 
named art editor of True. He suc- 
ceeds Harvey Van Valkenburg, 
who died last month of a heart 
| attack. 
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Carlson Leaves Henri, Hurst 

Herbert A. Carlson has resigned 
as v.p. of Henri, Hurst & McDon- 
ald, Chicago, effective July 1, to 
enter the public relations field on 
the West Coast. Before moving to 
the Coast, Mr. Carlson and 
family will spend two months in 
Europe where he will study and 
report on public relations practices 
and agency methods in Oslo, Co- 
penhagen, Stockholm, Brussels, 
Amsterdam, Paris, London and 
Edinburgh. 


ONE NEWSPAPER 
FTORONTO DAILY STAR 


PUTS IT RIGHT 
IN YOUR LAP 


421,121 


COPIES DAILY 


A.B.C. Publisher's Stotement, Sept. 30, 1951 


The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


= TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG.. MONTREAL 
IN US.A.—WARD-GRIFFITH INC. 


his} 


Cunningham Puts 


| 


‘Stress on Copy 
at AAW Meet 


(Continued from Page 1) 

|is Sapolio, the Chandler automo- 
bile, the Graphophone, or Fisk 
tires? 

“With your eyes,” he continued, 
“stroll through the advertising 
avenues of the current Saturday 
Evening Post or Life. See the ad- 
|vertisements: proud commercial 
| expressions of bigness, strength 
and stability. Going concerns, go- 
ing ... going! 

“Many of them are dying right 
|there on the page before your 
| very eyes! They're heading for the 
last roundup. Some die young 
Some linger a generation or so. 
But many of them will die. Im- 
| perceptibly, gradually, as they lose 
their ‘selling touch’—their ‘selling 
technique.’ 

“For these concerns to continue, 


| Continuous good advertising—and 
jl mean good advertising copy.” 
}@ Various consumer organizations, 
Mr. Cunningham said, ask for more 
| information in advertising. “I 
| have a strong suspicion,” he added, 
|“that if somebody advertised the 
| way these consumer groups want 
jhe might steal the market 
| “Selling-facts are essential to 
| good advertising and often are 
enough,” he continued. “But what 
if your selling-facts are much the 
same others? You need good 
copy. 
| “What if you are trying to sell 
such delicate substances as fash- 
ion, or fragrances, or flowers? 
You need good copy 
“What if you are selling serv- 
ice or quality? What if you hon- 
— believe that your craftsman- 
ship is a little better than the next 
| guy’s? You need good copy.” 


as 


“What if sales are slacking off} 


}and people are beginning to quit 
| spending? You need good copy.” 


8 Consumer panels will tell which 


\ | pictures or babies people like but 


}cannot tell honestly what will 
make people buy, Mr. Cunning- 
ham said. No consumer panel of 


/|612 women ever wrote an ad like 


| Ned Jordan's “Somewhere West of 
| Laramie,” he continued, adding: 
|“No Dr. Gallup-research or Hoop- 
| erating ever devised a simple little 
| Dutch Girl dashing about with a 
stick in her hand above the two 
words, ‘Chases Dirt!’... 

“There are no sure, definite 
rules for writing good copy, any 
more than for writing a good 


poem... But in the many years I} 


have been trying to drive certain 


ideas about American merchandise | 


into people’s minds, I 
quired a 
will give for the small worth they 


represent: 


s “You must deliver the merits of 
a product to the public with all 
the interest and imagination you 
can, but don't get caught at it, be- 
cause the public doesn't care about 
your merit a writer. 

“Tell as much of the selling 
story as you can in the skeleton 
structure of the advertisement, 
that picture, headline, sub- 
pictures, captions, slogan and 
nameplate. Because that all 
90% of your audience will read. 

“When it comes to text, get the 
selling arguments in there fast. 
Don't develop a trail of words that 
lead to the selling argument. Be- 
gin with it. Remember, every ad- 
vertisement loses thousands of 
readers at the end of the first 
sentence, thousands more at the 
end of the second, and so on. 

“You must have convictions. A 


as 


1s, 


is 


have ac-| 
few firm beliefs that I} 


AAW’S PRESIDENTS—J. Neil Reagan (center), McCann-Erickson, 
Hollywood, and Mrs. Reagan are greeted as they arrived in 
Seattle for the Advertising Assn. of the West's annual meeting. 
\“" left is Hugh Feltis, Feltis & Evans, general chairman of the 
lit takes continuous good manage-|man without convictions cannot 
|ment, continuous good product, and| convince others. If you have no 


convictions yourself about a prod- 
uct, get them from the people who 
use it. 

“The manner in which you state 
a fact is often as important as the 
fact itself... 

“Never write an advertisement 
to sell a product that doesn’t sell 
something of the character of the 
maker, or, in the case of retail ad- 
vertising, the store which sells it. 
That is what makes small shops 
into big stores. 


® “And always remember that ad- 
vertising is not something that 
takes place on a printed page. It 
is something that takes place in a 
consumer’s mind.” 

Advertising’s “greatest chal- 
lenge,” Mr. Cunningham said, is 
just ahead, as government spend- 
ing for the military tapers off. 
Government spending will use al- 
most one-third of our economy in 
the next few years, Mr. Cunning- 
ham added. “When Uncle Sam 
closes his wallet, consumers 
must open theirs one-third more 
often than they do now. Business 
must sell one-third more. That’s 
a tough order. We'll need good 
copy!” 


8 The convention opened Sunday 


Portland, and James 
dent of the Seattle 


grower idea blooms best in a low- 
price, poor-demand area.” 

Brand advertising is not the, 
whole answer, Mr. Mogge con- 
tinued. “Brand advertising of a 
group is not always sufficient to 
stabilize an industry and create 
sales,” he said. “Years of big 
crops, competitive marketing con- 
ditions, slow selling often force 
industry action for common good.” 

As examples, he cited canned 
Hawaiian pineapple, the Oregon- 
Washington-California Pear Bu- 
reau, and the canned salmon pro- 
gram in effect before World War 
II. Advertising by law, under com- 
pulsory levies on produ¢ers, has 
been undertaken by the Florida 
Citrus Commission and Washing- 
ton by state commissions adver- 
tising apples, other tree fruits, and 
dairy products. 


‘es A more recent development, the 


agency executive indicated, is ad- 
vertising under marketing orders 
authorized by the California legis- 
lature, with 28 such programs 
now in effect covering 34,000 


convention. On the right ore Arthur E. House, House & Leland, 


M. Abbott, Craftsman Press, Seattle, presi- 
Advertising ond Sales Club. Mr. Reagan is 


outgoing president of AAW and Mr. House the new president. 


day afternoon sessions at the start 
of the conference. 


General Mills Reorganizes 
Its Advertising Activities 


General Mills Inc., Minneapolis, 
has reorganized its advertising ac- 
tivities so that its products will 
be separated according to type 
with a supervisor for each group. 
C. S. Samuelson, assisted by Wil- 
liam B. Cash, remains in charge 
of the advertising department, but 
|a shift in other assignments fol- 
lows the change. 
| J. P. McFarland, district mana- 
ger in charge of grocery product 
sales at Great Falls, Mont., is now 
group supervisor for grocery prod- 
ucts in family flour consumer op- 
erations. Thomas B. Humphrey is 
| supervisor of grocery product-con- 
| Sumer operations in mixes. Rob- 
ert L. Sturgis, who handled Whea- 
ties, Cereal Tray and Softasilk 
cake flour advertising, has been 
|named supervisor of parallel ac- 
| tivities for cereals. Robert S. 
Spaeth, who has been handling the 
cake mixes and Kix accounts, will 
supervise advertising copy on 
products in the grocery products 
lineup. 


growers and representing $350,-| 


000,000 in value at the grower 
level. Marketing programs are 
self-supporting, and in the last 
fiscal year collected $4,196,000 for 


| administration, research and pro- 


with shop-talk sessions for adver-| 


tising club officers and executives. 
That afternoon delegates and 
wives joined in an opening cock- 
tail party. 

Monday brought a jam-packed 
day of talks, opening with a break- 
fast session that filled the con- 
vention dining room and drew, 
as top speaker, Gov. Arthur B. 
Langlie, who had the message: 
“The biggest selling job in Ameri- 
ca today is to sell the people of 
America on their own institutions 
of government.” 

Tuesday brought another break- 
fast session, and then a cruise 
aboard a U.S. Navy attack trans- 
port to the Bremerton Navy Yard, 
across Puget Sound and then to 
Tacoma for an Indian-style sal- 
mon bake sponsored by the Ta- 
coma Chamber of Commerce and 
Tacoma newspaper, radio, outdoor, 
transit and other advertising in- 
terests. 

A board meeting and luncheon 
today closed the convention. 


8 How advertising is moving west- 
ern merchandising from the farm 
was sketched by Norton W. Mogge 
of Mogge-Privett, Los Angeles. 
Tracing some of the changes in 
this type of advertising in the last 
generation, Mr. Mogge noted that 
cooperatives have been leaders in 
using advertising to help sell farm 
products, but, he added, “there is 
evidence even today that the 
get-together, let’s-do-something 


motion. 
Advertising, Mr. Mogge said, 
“helps to stabilize market values, 


increase demand and educate peo- | 


ple to the many healthful virtues 
in these western farm products. 
Advertising meetings get  pro- 
ducers and builders together. Co- 
operation at the advertising level 
usually leads to mutual efforts in 
other directions.” 


@ Mildred May, Valley 
Bank, Phoenix, and AAW v.p. at 
large, sketched work of advertis- 
ing clubs with women’s groups 
and commented: “Women are 
ABCs—advertising’s best custom- 
ers.” 

A big problem in working with 
women’s clubs has been to gain 
acceptance, she continued, adding 
that Advertising Recognition Week 
was very helpful in building and 
selling special programs. 

Two areas that call for more 
work by adclubs were reported by 
E. M. McKim, Western Farm Life, 
Denver, chairman of AAW ad- 
vancement of business committee. 
They are: greater activity on be- 
half of small business, and more 
attention to programs, especially 
adaptable for smaller clubs, for 
use with schools and colleges. 

New interest in club service was 
reported by Lorna Moitoret, 
Honig-Cooper, Seattle, chairman 
of the AAW club service commit- 
tee. Mrs. Moitoret spoke particu- 
larly of the value of the exchange 
of ideas, such as sparked the Sun- 


National | 


| Lazo Leaves Sunshine 


Hector Lazo, director of public 
relations at Sunshine Biscuits Inc., 
| Long Island City, is retiring. Af- 
|ter an extended vacation, he will 
accept a professorship in econom- 
ics and marketing at the New York 
| University Graduate School of 
| Business Administration. 


Burns Promoted to S. M. 

| G.W. Burns, assistant sales man- 
| ager since 1937, has been promoted 
to general sales manager of Easy 

| Washing Machine Corp., Syracuse. 


For 


POLITICAL | 


the smart vote is for 


DUPLISTICKERS. 


 yow hove co condidote to support in the 
coming election or a product to sell with direct 
odvertising, DUPLISTICKERS will sove you fime 
ond money 
j Convenient, ecsy-to-we 33 lobels on perfo- 
rated gummed lettersize sheets... 25 sheets (825 
| labels) 608 of Stationery stores... white ond 5 co! ars— 
| Write todey for free sample pockoge. 
EUREKA SPECIALTY PRINTING CO. 
S67 ELECTRIC STREET, SCRANTON 9. PA. 


DUPLISTICKERS 
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BBBs Are Told 
TV Code Should 
Curb Ad Abuses 


(Continued from Page 3) 

While it is relatively simple to 
check space advertising, live aural 
and visual advertising presents 
specific problems, he pointed out. 
Advertisers themselves make the 
most complaints about announcers’ | 
ad libs, he said, and his opinion is | 
that “pornographic lapses” in ad | 
libs constitute the worst problem. 


® A practical step, Mr. Hanrahan | 
suggested, would be for stations to | 
retain executives responsible for 
the advertising accepted. They 
would be permitted “to make cuts 
in objectionable copy.” 

In order for BBBs and TV sta- 
tions to cooperate in solving the 
specific problems presented to each 
of them by the new medium, Mr. 
Hanrahan advised local BBBs first 
to contact station managers and 
have them designate a contact man 
to work with. 

Kenneth Barnard, president of 
the Chicago Better Business Bu- 
reau, noted “a distinct deteriora- 
tion of material, from smaller ra- 
dio outlets particularly.” 

Charging a “resistance to modi- 
fication of questionable advertis- 
ing,” Mr. Barnard asserted that “in 
some cases their attitude is one of 
open defiance.” He said that local 
bureaus are developing programs 
to combat this indifference. 

Among difficulties in supervis- 
ing radio and TV commercials, he 
said, is the fact that copy changes 
can be made up to the last minute, 
so that an ad which a bureau has 
checked and approved can still 
be objectionable in final broadcast 
form. 


® Ralph W. Hardy, director of gov- 
ernment relations of the National 
Assn. of Radio & Television Broad- 
casters, said NARTB “is fully 
aware of the marked Geteriorations 
of standards and operation of 
many radio stations in the country. 
Most of these smaller stations are 
trying to make a fast buck.” 
“The impact of television when 
it first came was like a clap of 
thunder,” Mr. Hardy admitted. 
“There was a scramble for busi- 


ness that hurt. Now there are signs | 


of a settling down. The first battle 
is subsiding,” he noted, and the 


mere presence of the NARTB code 
should have a good effect. } 

Commenting on the phenomenon | 
of the “15-minute radio commer- 
cial,” he conceded that radio has 
suffered “a great weakness of 
standards” because the NARTB| 
radio code, issued in 1948, has not 
been publicized sufficiently. 

To prevent such an atrophy of| 
effectiveness of the TV code, he 
disclosed, NARTB has planned a! 


publicity campaign to apprise the} 
public of the code to help make) 
and keep it strong. } 


| NARDA meeting was an appeal to 


ws Marshall Mott, president of the! 
Cleveland BBB, charged that “ad 
agencies had an historic hate for 
the bureaus.” Their feeling used to 
be that “the bureaus were trying 
to destroy what they had created,” | 
he claimed. “But that is not the 
case, and I think they have grad- 
ually come to recognize this.” 

As a procedure for BBBs to fol- 
low in helping station managers, 
he suggested that stations be urged 
to call the BBB “to check the rec- 
ord of their advertisers before ac- 
cepting copy.” 

Since bureau reports “are strict- 
ly factual and do not make rec- 
ommendations or endorsements, 
the right of determination as to 
whether to put the copy on the air 
would be left completely to the 
station management,” he said. 


|meet together and agree upon. It 


| but I believe it will come to pass 


HAPPY FOURSOME—Everybody looks pleased as former baseball star Tommy Hen- 


rich (extreme right), shows off his new TV 


contract in New York. Others in the pic- 


ture (left to right): Trevor Adams of WJZ-TV, which will carry the sports commentary 


program; Harley W. Jefferson, president 


of Waitt & Bond, Mr. Henrich’s sponsor, 


and Clarence Bracey of WJZ-TV. This buy marks the entry of Blackstone and Yankee 
cigors in video. 


turers were guided by their ego 
/rather than their wisdom in that: 
poor planning job.” 


St. Louis University Asks 
for Commercial TV License 


St. Louis University, with ten 
St. Louis business men, has or- 
ganized St. Louis Telecast Inc. for 
the purpose of operating a com- 
mercial television station. The 
group is applying for Channel 11, 
one of three allocated to St. Louis 
for commercial purposes, and has 
an authorized capital of $1,000,000. 
All equipment necessary to oper- 
ate has been ordered from Radio| 
Corp. of America. 

Officers of the company are| 
Father Paul C. Reinert, president 
of the university, president; George 
A. Volz, general manager of WEW, 
St. Louis, v.p.; Frederick A. Bert- 


ram, university director of busi-| 


ness and finance, treasurer, and 
Henry J. Lunnemann, university 
controller, secretary. 


_ Foley Wins Schaefer Award 

The second Schaefer Achieve- 
ment Award for “meritorious and | 
unselfish service” has been given | 
to Anne Foley, director of the Har- 
lem Friendship House in New 


Dealer Assn. Asks Appliance, Set Makers 
to Make Only One Basic Line Each Year 


(Continued from Page 3) 
that changes in tube sizes and 
material restrictions “may have 
made it necessary for television sets 
to be brought out more frequently 
in the past.’”’ The material restric- 
tions, he said, may also have been 
to blame “for the multiple lines of 
refrigerators brought out each 
year.” 

However, Mr. Farr stated that 
“today we have learned to live) 
with materials restrictions and) 
supplies are more predictable than 
they were last year. Also, I hon- | 
estly believe that most manufac- | 
turers have become more inter-| 
ested in making profits on the) 
merchandise they produce and in| 
having distributors and dealers | 
run profitable operations than 
they are in grabbing increasingly 
large segments of the market re- 
gardless of its absorptive capacity.” 


8 Despite the enthusiastic recep- 
tion Mr. Farr got from his fellow 
dealers, there seems little likeli- 
hood of the one-line-a-year pol- 
icy being adopted in the near fu- 
ture. Mr. Farr reported that some 
appliance makers called the plan 
“Utopia.” Paul V. Galvin, presi- 
dent of Motorola, addressed the 
NARDA meeting and said: 

“The idea is a good one. I'm 
sure there is not one manufacturer 
of television who would not wel- 
come the opportunity of only hav- 
ing to prepare one set of models 
per year. I believe some day this 
condition wili come to pass, but 
it is my personal opinion that it 
won't come next year. It is going 
to have to be done gradually. This 
is another thing that industry can’t 


has to be an evolutionary affair, 
in time.” 


eA _ reiterated theme at the 


end rampant price cutting in the} 
appliance field. Paul H. Leslie,| 
national television sales manager 
for General Electric, urged the) 
dealers to use home demonstra- 
tions to sell TV sets. He warned 
that further price cutting will not 
increase sales, pointing out that 
despite the slashed prices in 1951, | 
more TV sets were sold during! 
1950. 

Mr. Galvin chastised the deal-_| 
ers for price cutting and “sloppy 
selling at the retail level.” He de- 
clared that “the time has come for | 
the dealer to determine whether 
or not he is a shop-keeper or mer- 
chant. If he is going to stay in the 
appliance and television game, the 
retailer has no choice. He must 
become a merchant. The day of 
|the shop-keeper in retailing is 


gone with the horse and buggy | 
day.” 

The Motorola president admit-| 
ted, however, that TV manufac- 
turers were guilty of overproduc- 
tion in 1951. He said “the manu- 
facture of nearly 2,500,000 sets for 
the first quarter of 1951 was most! 


unwise. I think most manufac-| 


| York. The quarterly award, con-) 
| sisting of a medal and a check for | 


| $500, is given by the F&M Schaef-| 


| er Brewing Co., Brooklyn. 
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| Grant Appoints Benjamin 


Donald A. Betijamin, formerly 
on the Nash automobile account 
with Geyer, Newell & Ganger, De- 
troit, has been appointed to handle 
eastern area public relations for 
the Dodge account by Grant Ad- 
vertising, Detroit. 


Names Frank C. Nahser Inc. 


Frank C. Nahser Inc., Chicago, 
has been named to direct adver- 
tising for the American Concrete 
Pressure Pipe Assn., Chicago, Two- 
color ads in Time will kick off a 
fall campaign. 


Serving 
Dd 10 Million 


wm” DEALER 
‘= 


D Blanket coverage retoil 
building moterial and coal S. 
NORTHWEST publicetion covers 
Minnesota, Wisconsin, North ond 
South Dokota. 


1OWA publicetion covers lowe. 
| Z 1913 Fourth Ave. Se., Minneapolis 4, Mian. 
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He Gets More Out Of AA 


Since He Quit 
Skimming 
Through It 


We noted that Mr. Gordon ordered us to shift his 
subscription from his office to his home, and we asked 


him why. We knew the answer, of 


DANIEL M. GORDON 
Vice-President & Media Director 
RUTHRAUFF & RYAN, Inc., 

New York, N. Y. 


course, before we 


asked it but we wanted it for the record. Wrote Mr. 


Gordon: 


“In my job it is important that 
all the latest developments in 


ticularly if related to the various phases of media 


and marketing. 


“When I received Ad Age in the office I used to 
skim through it primarily because my average 
day calls for a full schedule. Since I had my sub- 
scription sent to my home I have been reading 
Ad Age under more favorable conditions. I spend 
considerably more time with the publication and 
get a good deal more out of it.” 


I keep abreast of 


advertising—par- Are you an 


“office skimmer” 
so, you are missing a lot, and that’s not just a notion 


of Advertising Age? If 


of ours. Thousands of our subscribers receive AA at 


Advertising,” 


home because, like Mr, Gordon, they have found this 
is the way to “get a good deal more out of it.” 
the coupon NOW for a personal home subscription. and 
get with it a FREE copy of “How to Put Salesense In 
Jim Woolf's widely-discussed weekly AA 
articles in handbook form. 


Send in 


ADVERTISING ACE 

Dept. J30, 200 E. Illinois St., Chicago 11, Ill. 
Please enter my l-year subscription to Advertising Age and mail it to my home address. 
I am to receive FREE a copy of James D. Woolf's “ 


Salesense in Advertising”. 
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New Era doubles its 
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Use of Chicago Tribune consumer-franchise plan 
builds sales, distribution and a leading market position 


NEW ERA, now a leading brand of potato 
chips in the Chicago market, was seriously 
restricted in sales a few years ago by spotty, 
inadequate distribution. 

In the two years following New Era’s 
decision to adopt a Chicago Tribune consumer- 
franchise advertising program, Nicolay- 
Dancey, Inc., got greatly increased distribution 
in Chicago’s important independent groceries, 
beer and liquor outlets and department stores 
together with full distribution in three of the 
five major grocery chains. In the same period, 
New Era doubled its dollar sales volume and 
built a new Chicago processing plant to keep 
pace with the demand. 

Recognizing that selling the consumer is the 
key to distribution, the company set their 
sights on the consumer. They adopted a plan 
designed to achieve a consumer franchise in 
the Chicago market—a large, relatively com- 


petition-proof share of the day-to-day buying 
at retail counters—buying activity that all 
food retailers could understand. 

Because they wanted buying action, New 
Era and its agency, Ewell & Thurber Asso- 
ciates, chose newspapers. For the most effec- 
tive coverage and penetration of the market, 
New Era concentrated its advertising exclu- 
sively in the Chicago Tribune. And for the 
dramatic impact needed to touch off a market- 
wide buying trend, New Era elected to use 
Chicago’s No. 1 selling force—full pages in 
Chicago Tribune newsprint color. 

The effect of the 14-page schedule begun 
May 26, 1949, was immediate. The first and 
second ads each produced record high sales. 
Many subsequent ads sent sales to new all- 
time highs. As demand increased, so did New 
Era distribution and sales. 

The original schedule drove a powerful 


wedge of consumer preference into the market. 
To hold its increased share of sales, New Era 
followed up with consistent black and white 
advertising interspersed with color pages. 
Some of these were joint advertisements with 
such related products as Coca-Cola, Meister 
Brau, Kraft cheese, Dawn Fresh mushroom 
soup and College Inn chicken a la king. 

Now entering its fourth year, the New Era 
Chicago newspaper campaign still is placed 
exclusively in the Chicago Tribune. 

Here is an example of the Chicago Tribune 
consumer-franchise plan in action. Based on 
first-hand selling experience in the Chicago 
market and geared to today’s problems of 
retailing, this proved procedure can earn for 
your product a greater share of Chicago’s 
important volume of sales. 

A Chicago Tribune advertising representa- 
tive will be glad to bring you full details. 


CHICAGO TRIBUNE 


Chicago 
ADVERTISING SALES A. W. Dreier 
REPRESENTATIVES: 


1333 Tribune Tower 


THE WORLD’S GREATEST NEWSPAPER 


New York City Detroit 
E. P. Struhsacker W. E. Bates 
220 E. 42nd St. Penobscot Bldg. 


San Francisco 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St. 


Los Angeles 


1127 Wilshire Blvd. 
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